




















NEW ACTION 
FORMS 


We had to invent the technique and 
design new tools to fabricate these 
plastic forms, and months of expert 
mentation went ito their prepara 
tion, We think vou'll agree that 
they are worth all the effort. As 
always, Scheuer is first in the devel 
opment and design of new and prac 
tical plastic display units to con 
stantly improve the value of visual 
selling. So we are proud to present 
these half-rounded relief forms of 


tomorrow tor vour use today. 


WS-224 
Half-rounded girdle form. 


WS-225 
Half-rounded neckwear, blouse, 
Sweater negligee form 


, 


2°” high. 





FIRST WITH THE NEWEST 


These new half-rounded relief forms with full shoulders give the 


effect of full forms on which to display dresses, blouses, sweaters, 





lingerie, brassieres, girdles and bathing: suits. 


They are light in weight... space savers... durable. Can be 
used suspended, in both window and interior displays. Washable 
and all chipping worries are eliminated. Vhese forms of fomor 


row have the enthusiastic approval of the nation’s top displavmen 


WS-223 
Half-rounded relief form 
with full sheulders. 











SeReemriOns, INC. 


ae §6©6hl S07 WEST 38'' ST.. AT EIGHTH AVE., NEW YORK CITY 18 





SCHEUER 
FIXTURES 


ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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FROM MODERN EQUIPPED DIVISION 
F. A. BOND, Manager RECENTLY COMPLETED 


of our Plastics Division 

7 years with Rohm & Haas 

“Tops” in every way... Visuel A SN j 
Yes, 6 feet 5. 


of exquisite designs, precision fabrication from Plexiglas 





and Lucite. The finest in designs made to your own needs. 


W. L. STENSGAARD AND ASSOCIATES, INC., 346 n. sustine st., cHicaGo 7, ILL. 
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Pass This Issue Along THE COVER 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 


zation and the members of your department. featuring "Red Grape" cosmetics by 

Oo . a Elizabeth Arden. Natural grape trunks, addition to the regular features . . 
0 ne twining vines and clusters of grapes are sketches by Dana O'Clare . 

i the decoratives. 


One of a series of windows by Guy 


Malloy, Neiman-Marcus Company, Dallas, 


OUR NEXT ISSUE 


“Display At Hutzler Brothers", Baltimore, will be one 
of the featured articles in the issue of June 15—one of 


the continuing series of articles dealing with how dis- 


play is handled in America's best-known stores ..- !n 


. including more 
. . there will be an absorb- 


ing article on display at Marston's, San Diego, one by 


Verne Jones, of Goodyear, and numerous other features. 


C 
Cc 
Oy 
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NEW YORK 
IN JUNE 


never a dull moment what 
with new ideas, new tech- 
niques and never-even- 
dreamed-of new materials. 
our showrooms add to the 
excitement with decor and 
fo foriry-ieMe loli Miimin Me lcelivel- 
manner .. . all proving that 
a curved line is the shortest 
route to beauty. it has to be 
a good show, to show visual 
merchandising. and what 
could be a better time and 
place for display market 
week than new york in june, 
the 24th through 28th. 
williams’ door and welcome 
are open wide. 









one of 
w dis- 

dn 
more 
bsorb- 
ne by 
stures. 


/, 498 Seventh Avenue, New York 18, N. Y. 


HELPS FOR TODAY AND TOMORROW <* MARY BROSNAN STUDIO MANNEQUINS °  CYRILLE STEINER FIXTURES 





CREATIVE DISPLAY 
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e SEATTLE ¢ ST. LOUIS «© WASHINGTON e WORCESTER 


e SAN ANTONIO 


¢ NEW HAVEN e PHILADELPHIA ¢ PITTSBURGH e¢ ROCHESTER 





¢ MILWAUKEE ¢ MINNEAPOLIS 


OUWfINS 


176 EAST 127 STREET, NEW YORK 35, N. Y. 








cm, “Distributors from (oast to (oast ¢ ATLANTA ¢ BALTIMORE © BUFFALO © CINCINNATI © CLEVELAND * COLUMBUS « CHICAGO 





® DES MOINES e DETROIT ¢ INDIANAPOLIS ¢ LOS ANGELES 





















seasonal 
Displays 
both 
decorative 
and 
functional 
tor the 
presentation 
Ol 


merchandise 


c08 AST COTH STREET, NEW YORE 10,N.Y. LEXINGTON 2-9402 
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CHRISTMAS IS HERE 


as far as planning your Holiday Windows is concerned 





Frederic Shipman's Patented New Mirror Display Technique lends itself to Extraordinary 
Christmas Window Displays. 


A Choice of 
Twenty Suitable Holiday Subjects 





Two of many Shipman Mirror Christmas Displays that drew record crowds last Christmas at Scruggs-Vandervoort-Barney 


windows, St. Louis (Grace Everest, Display Manager). Figures by Richard Rowland, New York. 





Write for the titles and descriptions of our many Christmas windows all employing the amazing 
DEPTH - PERSPECTIVE and DISTANCE made possible only by our patented mirror effects. 


Available to Franchise Holders and Non-Franchise Holders. 


FREDERIC SHIPMAN STUDIOS 


512 FIFTH AVENUE NEW YORK 18 
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Oregon Desert Grass 
uit Thistles 


For a smart Fall trim try these sturdy grasses 


dyed in a rich wine and the Thistles in metallic 


gold. About thirty inches or more in height. 


+ 6 EP ce 


Thistles $ 7.50 per 100 
Grass 10.00 per 100 


Prices on this unit about $6.00 


MORE DISPLAYS 


MEDFORD, ORE. 
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is the holiday attraction 
of greatest public interest 


SILVESTRI 


will present an unusual series of the finest displays of this type at 


NEW YORK DISPLAY MARKET WEEK 


JUNE 24-28 
NORTH BALLROOM, HOTEL NEW YORKER 
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( HRISTMAS: AQ4S5 
\ day of hope and happiness around the world 
“ ‘ MED FR CE ~ 
\ ae ANC ‘ bi 
“= % “ ~ 


Twelve days after Christmas Jpipyany 
is a day of celebration. commemorating . 
the manifestation of Christ, ~ 
ifts. In the evening the childs 4 
march forth hoping to meet the | 
». who is impersonated. ; 


Displays Furnished Complete---Ready to Install 
QUALITY PAPIER MACHE CONSTRUCTION 


AVERAGE PRICE COMPLETE 
SONGS OF CHRISTMAS, $350.00 per window 


CHRISTMAS AROUND THE WORLD, $200.00 per window 


SILVESTRI Art Manufacturing Co. 


706 W. WASHINGTON BLVD. CHICAGO 6, FAL. 









MAR BALIX 


*Reg. U. S. Pat. Off. 


IMMEDIATE SHIP- 
MENT from stock. 
Allow five days ex- 
tra for orders in- 
volving a_e special 
color scheme. Per 
sheet, 36x31” $1.50 


225 FIFTH AVE.. NEW YORK 10, N. Y. 


THE CREATIVE TOUCH THAT GIVES 
LIFE TO YOUR MOST IMPORTANT 
DISPLAYS. 


Marbalia is not a photographic imitation of 
a marble finish, but is a Decorative Display 
Paper in a class by itself. 


For your selection we carry 150 beautiful color 
schemes constantly in stock—and your own spe- 
cial colorings can be made to your order if you 
wish, and at no extra charge; (the minimum 
order for special colorings is 25 sheets). 


MARBALIA papers are hand-made . . . Wash- 
able . . . Adaptable for every display need. 
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SKIRT and SLACK RACKS 





SIX WEEKS 
DELIVERY ON 
ALL RACKS 


Phone 
BRyant 9-1529 








BETTER DISPLAYS 


THE LAST WORD IN ALL STEEL 
SKIRT AND SLACK RACKS 


The new model SK 100 shown at left 
is the answer to the progressive mer- 
chant’s plea for a rack which is not 
bulky and yet strong enough to hold 
100 garments. The clips are mounted 
on the arms which does away with 
welding the clips on the bottom rail. 


Please specify whether 
skirt or slack arms are 9 
required. a 


Full length cardhold- 
er $5.00 extra EACH 


Sturdy Metal SKIRT RACK 


A very popular model skirt rack, at 
bottom left. 96 arms—all chrome. 
Sturdy and practical. For beauty of 


design and_ general 
utility this rack is un- A (} 
excelled 8 


with 7 x 11 
cardholder COMPLETE 


Bleached Oak SKIRT RACK 


No. 1025-5—Bleached oak skirt rack, 
illustrated below, 96 arm capacity. 
All chrome arms with chrome clips 
that hold each skirt securely. Noted 
for its beauty, large capacity, sturdy 


construction 
and practical 
features P| 


No cardholder EACH 


NATIONAL HANGER CO., INC., 253 w. 26th st, New York City 1 
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27-3)| BLEECKER ST., NEW YORK 12, 








VISIT OUR SHOWROOMS DURING EXHIBITION WEEK 










motes 
. + ey hh AMO he me ne NP MR tat’ et t ‘ a . »; 
- © x . 4 7 nF Pa \y a hes n:, r x 3 gfe 4 2 $h.§ ‘ $4 P , 
: eh Sa: a Sk x ‘< ‘f ts y C8 EATEN 
IER 2 : ee Be ee. SS M4 ee as 
Me NS a Seite’ He “] . ‘ t.- ’ 2 a6 ‘ pe ne - a 4 : 
: , in Ry a Mt ts ni 
Aga th Sys 3 Eee GE pan SAR 
$ ve EST RR i 
be yy ane A 
or : 


= 
> 
= 
= 
rm 
r=) 
= 
= 
wn 


N. Y. © Algonquin 4-8968 eo: 


A NEW LINE 


BOSTON 
New England Decorative 
Supply Co. 
268 Devonshire 


CLEVELAND 
Standard Displays 
1370 W. 6th St. 


_ $T. LOUIS 
Flynn Display Service 
5740. Nottingham 


LOS ANGELES 
Syd Jackman Co. 
113 E. 8th St. 


NEW YORK CITY 
A. J. Robins & Bros. 
241 W. 36th St. 


CHICAGO 
The Fixture Mart, Inc. 
314 W. Jackson Blvd. 


DETROIT 
Standard Displays 
1550 Broadway 








1946 
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THE WABASH-BIRDSEYE 


COLOR CLIP 


—the Reflector Lamp 
Unit that supplies 
10 Display Colors 
at a moment's notice! 


FN 
4 




























A quick-change artist in tempor- 
ary retirement because of the war, 
this effective display attachment for 
any R-40 bulb is available again. The unit 
(shown in its parts, above) affords the best 

means of changing an entire window display 

color scheme in an instant. 

The ring with tension clips, plus a color filter, fits 
into the casing. The entire unit then slips snugly over 
the reflector lamp. 


The color filters are made of the finest ‘pot glass’’— glass 

that is color impregnated. One-Tone Filters available in: 
Ruby, Pink, Violet, Deep Blue, Daylight, Light Green, Medium 
Green, Straw, Chartreuse, Amber. Two-tone Filters: Rose-Pink, 
Surprise-Pink, Orange, Magenta, Lilac. 

Note that glass filters are in 4 segments—scientifically spaced 
to fit precisely, upon expanding from heat of the lamp. This 
is an original Wabash development. The unit is guaranteed 
for color fastness and against heat breakage. 


Give eye-appeal to your merchandise, easily and effectively 
with a Wabash-Birdseye reflector lamp color clip. 


Wabash Corporation, 345 Carroll Street, Brooklyn 31, N. Y. 
A Subsidiary of Sylvania Electric Products Inc. 


Export Agents: Wabash International, 401 Broadway, New York City 


DISPLAY LIGHTING 
WABASH-BIRDSEYE REFLECTOR LAMPS 
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TURNS ALL EYES 
on YOUR WINDOW 
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ILLUMINO 


Changes static window lighting to a living, mov- 


ILLUMINO CORP., 1595 Broadway, New York City 19 
Please send me free literature giving full details of the Illumino 
ing, ever changing flow of color that gives your system of window lighting. 


merchandise added glamour and turns the eyes 





of all passersby to your display. It’s a sales 
Title panes 





booster used in many of America’s finest stores, 
made for every size and type of window. (Cam 
Store 
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GET THE FACTS ABOUT ILLUMINO SALES POWER City 
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All Roads Lead to B. D. 
Display Headquarters 


Make a note to drop in on us while you are 
in New York during Display Week. Suite 
636-37 at the Hotel New Yorker will be the 
meeting place for display people from every 
part of the country. You will meet old 
friends and have an opportunity to see our 
complete line of unique display materials. 








Specialty Division 
BULKLEY, DUNTON & CO. 


INCORPORATED 


295 MADISON AVE., NEW YORK 17, N.Y. 


NW SATIN STRIPED FOIL 

















DISPLAY WORLD 


The Store Display Director must create an aura of distinction 5: 
© 


with each new window display. Magnani Mannequins put vivid 


new elegance at your command for the 


capture of new display successes. 


JUNE MARKET WEEK 

Magnani expectant ly invites you 

pieneteinceinee 30 West 13th St., New York 11, N. Y. GRamercy 7-0838 
HOTEL NEW YORKER 

rooms 534 and 535 

JUNE 22-28 
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Welcome To The Big Show 


Soon, most of you will be New York bound ... on your 
way to the big doings at the New Yorker Hotel, begin- 
ning June 22nd. When you get there, we'll be on hand 
to welcome you . . . with a complete and diversified 
assortment of display fabrics and accessories. Be sure 


to look us up or see the line at our showrooms. 


Liiplay Fabrics and Ctecessorvtes > | 


WEST 47% STREET, NEW YORK 19, N.Y. 
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It affords us much pleasure 
of displaymen who will atte 


cational event 


DISPLAY 


GUS R. MITTELMAR 
WLLIAM E. KAY 


Decorative 






















ordia 


nd display’s greatest merchandising and edu- 


JUNE 24-28 


We are excited in preparing for your inspection a most beautiful and 
original array of Fall and Christmas display decorations. You will be 
excited, too, when you view the many ideas in the adaptation of artificial 


flower decorations for display use. 


Specialists for Thirty-Five Years in 





CLCOTNE 


to welcome to our showrooms the large hosts 


MARKET WEEK 


K MERTON L. MITTELMARK 
CHARLES COHEN 


Flowers. Arts and Novelties 


DECORATIVE DISPLAY CO. 


70 West 40th Street, New York City 18 
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DECORATIVE DISPLAYS + PLASTIC FIXTURES 


MAJESTIC CREATIONS INC., 35-40 30th ST., LONG ISLAND CITY, N. Y. 
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IN THESE SUPERB NEW 


DECTER 


MANNIKINS 





Decter. Inspired contours — 
reflect the know-how of 
long experience... pains- 
taking study of apparel 
and display trends. 

All Decter Miss and Junior 
models are completely 
interchangeable at waist, 
shoulder and wrist... 

all have the casual, 
California look of high 
style. Also, complete line 
of paper mache, children 


mannikins. 


ina No. 904 


DECTER MANNIKIN CO. 2617 WEST PICO BLVD. LOS ANGELES 6, CALIFORNIA 
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TRENDS OF TOMORROW 


WILL BE SHOWN IN ROOM 522- “4 
Va HOTEL NEW YORKER 
JUNE 24-29 





Ny 
ih 


ALLIED DISPLAY MATERIALS, INC. 
65 MADISON AVENUE, NEW YORK 16 N.Y. 
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DISPLAY MARKET WEEK 


NEW YORK - JUNE 24-29 


We will be glad to see you at the 
Hotel New Yorker 
Rooms 609-610 

















Natural Creations 


241 EAST 36TH STREET 
NEW YORK CITY 16 























# 
aK ls A comprehensive, coordinated display program 


rf 5 ay K HF consisting of ledge pieces, post units, window 

r’ , | 
uit rid ak vA displays, niche and case accessories which can 
be produced in any size or color scheme, and 


Ky 
¥ W K aK may be ordered individually or by groups. 


K 
19 *This will be the only New York Showing featuring Mr. Howe's work exclusively. 


* FREN-ZEE STORE EQUIPMENT AND FIXTURE CO. 


K SOLE NATIONAL DISTRIBUTORS 


MAIN OFFICES, 223. ORANGE SITREET,.NEW HAVEN .10, CONNECTICUT 


sa EBA Spin, Resi ewe 











26 DISPLAY WORLD MAY, 1946 


N.A.D.1. MARKET WEEK IN NEW YORK JUNE 24-28 


— 
CORPORATION 


saTionat associaTie# 
oF sisriay super Tees 


NEW YORK . 130 West 46th Street | 
_ CHICAGO....6 East Lake Street 
__, LOS ANGELES . . 819 Santee Street 


procnesseve merce 200% 
PRESENTATIO® 
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SYLKGLASS 


NOW AT SENSATIONALLY 


LOWER PRICES 


& In New FALL COLORS 


WHITE! COLORS! 


Formerly NOW Formerly NOW 
2 Ib. Pkg. $3.95 $2.50 per pkg. 2 |b. Pkg. $695 $3.95 per pkg. 
5 lb. Pkg. = $7.95 5.95 per pkg. 5 lb. Pkg. $14.95 9.95 per pkg. 
10 Ib. Pkg. $14.95 11.95 > per pkg. 10 Ib. pkg. $26.50 19.95 per pkg. 

















Shipment Made Same Day Order Is Received! 12 Stunning Colors to Choose From 

No order is too small or too large. Our large stocks insure Deep Red, Deep Green, Royal Blue, Rusty-Orange, Black, 
prompt, fast service, via Railway Express. TERMS: Pastel Pink, Light Blue, Light Green, Yellow, Chartreuse, 
NET 30 days, F.O.B. New York City. Shocking Pink and Orchid. 


Sylkglass Fiber Floss Brings Greater BEAUTY and Greater COVERAGE 
To Your Displays At LOWER COST Than Any Other Display Material 


\ little over two years ago we made history when we introduced a new softer, silkier, easier-to-handle spun glass than had 
ver been made before. Just a year ago the entire display world went into ecstacies when we first brought you Spun Glass 
n breathtaking pastel shades. Now we LEAD AGAIN with sensationally LOWER PRICES, improved quality and a 
vider selection of colors, featuring 5 new Deep-Tone shades for Fall and Winter 1946. 

Syikglass Fiber Floss... America’s Loveliest Display Material... is being used by an ever-increasing number of fine stores. 
~vikglass Fiber Floss today 1s a basic ‘must’ display material ... for all seasons of the year; lending greater beauty and 
‘lamour to all types of merchandise. It is 100% FIREPROOF! Unsurpassed for creating wave, waterfall, cloud, smoke, 
now, cobweb, dream and ethereal effects . . . and of course it is perfect for creating “heavenly” settings for June Bridal 


Isplays. 


Be sure to get the genuine SYLKGLASS ... it is more lustrous . . . and the 


colors are RIGHT . . . as selected by America’s leading Display Men. 


FATIONAL ASSOCIATION 


ty) RADIANT GLASS FIBERS CO. 












/ 


neocsinewercumse = 208 EAST 27th STREET NEW YORK CITY 16, N. Y. 


PRESENTATION 









visit ARROW at the HOTEL NEW YORKER 
rooms 518-19-20 
June 22 thru 28 























































































































America’s most distinctive and original Decorative 





and Display creations. Arrow’s new and complete 
Fall and Christmas Lines await the inspection and 


approval of you and your friends and customers. 


Smart merchandising demands smart display. 
Smart merchandisers demand Arrow products for 


the enhancement of their wares. 












Within this huge new plant is pro- z EAA. 


duced America’s finest Display ma- . 
teriel. Everything from a streamer to DISPLAY CREATORS | 
a full window display, including back- 

drops, panels, posters, platforms and MANUFACTURERS 


fixtures is created here. 
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4 To Ae 


Our New 
Carrata California Cameos 


. You we been wanting 


IN CAREFREE, RELAXED 
LEISURE-MOMENT POSES 


WITH COMPANION PROPS 





MARKET SHOW 
NEW YORKER HOTEL, NEW YORK 
JUNE 





a SECOND PREVIEW SHOWING | 
Suite 549-550 | 
| 





* REPRESENTATIVES 


JACK CAMERON 
2420 RIDGEWAY AVENU 








LOTHAR F. DITTMAR 
174 CRESTWOOD ROAD « FAIRF 
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SEE YOU AT THE NEW YORKER IN JUNE. ROOMS 648-49-50-51-52—ALL CHRISTMAS 
TIMELY SERVICE INC., 453 BROOME ST., NEW YORK 13, N. Y. 
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PHAISTMAS DISPLAYS 


READY )\\/(0)\WY ¥ 


WE CAN PROMISE NO BETTER 
THAN 4 MONTHS DELIVERY 
OF CHRISTMAS DISPLAY 
PROMOTIONS THIS YEAR 

















BLISS DISPLAY CORPORATION 


DIVISION OF VISUAL MERCHANDISING 460 WEST 34 ST., NEW YORK 1 
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DON’T HIDE YOUR 
BEST ADVERTISING 


.ee--and you needn’t suffer 
excessive sun damage either! 


How? The answer is sun protection you can see through 
Transparent Shades. Yes, with Transparent Shades, shoppers 
can readily see the inviting displays of desirable merchandise that 
cause them to stop, look, walk in, and buy. Yet this merchandise 
they see so easily is protected by the sun absorption qualities of 


Transparent Shades, thus it can be sold without discount. 








Transparent Shades are made of acetate sheeting that repels 
more than 90% of the actinic (harmful) sun rays. Easily installed, 
Transparent Shades may be operated from within the store without 
disturbing your displays. All edges are cloth-bound to prevent 
tearing. Moisture and grease proof, they wear like iron. They 
remain unaffected by humidity or temperature changes and are 
easily cleaned with a damp sponge or cloth. Moreover, these are 
Through the use of attractive, long-wearing Transparent Shades the original transparent sun shades. 
you may eliminate unsightly canvas strips and awnings. Send the 
dimensions and lay-out of your windows for a free estimate. Every merchant owes it to himself to investigate these remark- 

No obligation of course. able Transparent Shades. Write today for more detailed information! 


TRANSPARENT SHADE CO. 


DEPT. 2 .e 501 NORTH FIGUEROA ST. © LOS ANGELES 12, CALIF 
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During market week visit the new display center of New York, 11 W. 42nd St 











Salmon Towers Bidg. There you will see the newest in mannequins 











and metal and plastic displays. Meet your KORRECT-WAY distributor at 








our cocktail party, Tuesday, June 25th, 5 to 7 o'clock. 














KORRECT-WAY displays 


DIVISION OF THE AMERICAN FIXTURE & MFG ee 3. LOees 
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Artistic, Exquisite 


MANVEQUINS 


ISSA 
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Life-like, true to type 


Composition or 
Papier Mache 


Write for Photographs 
and Prices 


(river 320° 


293 Seventh Ave., 8th Floor, New York City | 


MISSES e JUNIORS e TEENS e CHILDREN 


Creators and Manufacturers of Mannequins Since 1909 
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a 21 years the choice of thousands of dealers... 
to stop passers-by and shoppers ...and make 


them look again. 


— "a e | 
VW ter C.. femilzsch DECORATIVE ©€G 


S72: fOUTS, MO. 


Ss 


DISTRIBUTORS: 


@ CHICAGO~—Maharam Fabric Corp. @ DETROIT— Michigan Display Supply Co.. 
@ BUFFALO—Samuel C. Dutch & Son @ DES MOINES~—Kesl Display Service 
@ PHILADELPHIA— Advance Displays @ BURLINGTON, N. C.—Mac Thigen 


@ NEW HAVEN-—Fren-Zee Store Equipment & Fixture Co. @ LOS ANGELES—B. A. Jacobs Co. 
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AN £24.49 5 


Jaffel Wyayp 


FOR CHILDREN’S ITEMS 


Handy dispensing 











roll of enol aa Original Taffel Wrap of shimmering metal foil . . . em- 
allows you to tear bossed and enlivened with juvenile patterns. Parents will 
off just the amount treasure it almost as much as the gift it caresses. For 
— for a single presents that follow the stork, for holiday, birthday, and 

all special occasion wrappings, use Babyland . . . the new 


Taffel foil that flatters your merchandise and your cus- 
tomer. Available through your local jobber or send for 
samples direct. 

In rolls of 50 feet, 26 inches wide, 4 ap- 

propriate colors: silver, red, blue, pink. 


TAFFEL BROS. 


95 MADISON AVENUE 
“SEW YORK 16, N. F. 
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JUNE MARKET WEEK 


IN NEW YORK 
JUNE 24-29 


The first post war exhibition sponsored by the National As- 
sociation of Display Industries is a nationwide effort, and 
will be the largest assemblage of display manufacturers from 
throughout the nation ever to show in New York. 


our FALL anno CHRISTMAS UNE wilt BE ON 
DISPLAY IN OUR SHOWROOM 


Don't fail to attend! 
Don't fail to make hotel reservations at once! 


Don't fail to attend the Second Annual Visual Merchan- 
dising Council, Thursday Afternoon, June 27th, at Man- 
hattan Center! 


Don't fail to attend the N. A. D. |. Reception, Thursday 
Evening, June 27th, at the Hotel New Yorker! 








2 Designers +Manufaclirers ARTIFICIAL FLOWERS 
he DISPLAY DECORATIONS 


ART DISPLAY STUDIOS 


36-38 West 371m Sreeer 
NEW YORK 18 


“OUR TWENTY-FIFTH YEAR SERVING DISPLAY" 


Vv 
SA FEMA. 
See) 
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NO. 6107—STRAW-BOCK 


Size 27” long x 32” high. Natural 
Straw color with Red Banding. An 
“Austen Exclusive” that strikes a gay, 
smart touch. Recommended for sophis- 
ticated Cotton Windows, Rustic Dis- 
plays, Men’s Wear, Hunting and all 
Outdoor Settings. 


Price $9.40 Per Piece 


NO. 6106 —STRAW SQUIRREL 


Size 12” high. Natural Straw color. An 
unusual interpretation of the traditional 
Fall symbol. A delightful touch for sea- 
sonal displays. Price $4.80 Each 


q NO. 1137—PLYWOOD HOOPS 




















SEE AUSTEN AT NADI MARKET WEEK 
JUNE 22-29 - HOTEL NEW YORKER 


















A simple, but clever “AUSTEN EXCLUSIVE”. 


‘eg F A few suggestions f tr hed. In- 
ALWAYS WORTH yg WA fy winds cee 
A VISIT! : , 34” Thick and 1” Wide 
dh ‘\ SIZE NATURAL WOOD COLORED 
Austen's Gift for individuality 94” $2.40 $3.00 
makes a visit to an Austen show- A 32” 2.80 3.60 
eae 40” 3.30 4.20 
room an inspiring experience! 48” 3.80 4.90 








in u cease PRISPLAY 31 West 31ST ST. © NEW YORK, N. 


27 EAST MONROE ST. (Werner Lewy, Repres.) CHICAGO, ILL. 
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MANNEQUINS 


are alive with realistic. 
human loveliness. 
They bring new 
glamour to displays 
of fine garments. 
Each is an original creation—an 
outstanding personality with most 
expressive face, figure, hands and 
iffure to excite the imagination. 
ive are Coronet personalities 
that when sales were clocked, 
oronet clicked! Tests have proven 


nsistently that garments displayed 


on Coronets look better —sell better. 
Test them yourself. They'll click for 


, too! For photos and full details, 


write Department D. 


KY EQUIPMENT CORP. 


47 W. 37th St., New York 18, N. Y. 
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ny Dou g o@ 
WAI Coming to New York this June to see the out- 
Y/ standing creations of the Display Industry. 








Don't miss visiting our show- 
rooms—Celebrate our Fifti- 
eth Anniversary with us. 
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THE REYBURN MANUFACTURING CO., INC. 


PHILADELPHIA 32, PA. CHICAGO 


NEW YORK 
2030 NORTH NATCHEZ AVE. 


385 FIFTH AVENUE 
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Displays of quality prove their worth. 
We invite you to look at mannequins with 


Wigs by Corsillo. 


EMIL CORSILLO, Inc. 
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—Perhaps this display illustrates better than most the unique attributes of the hydraulic windows at Lord & Taylor, and the novel displays thus made 


possible. 


reading fairy tales. 


Here a magic carpet is floating through the air to the castle turret, while spectators can see through the billowing clouds a family group 
This display was used during a Christmas season— 


isplay At Lord & Taylor 


“an old store with 
is located on Fifth 
avenue (the greatest display avenue 
world) and, taking in the entire 
block from 38th to 39th street, extends 
westward on these two streets almost to 
vhat used to be Sixth avenue but now is 
illed the Avenue of the Americas. These 
irontages make it possible for Lord & Tay- 


ORD & TAYLOR... 
young ideas”... 


in the 


By LEWIS BELMORE 


lor to have 32 display windows at their dis- 
posal at all times. 

Displays at this store are among the most 
alluring to be found anywhere. The store 
has two display departments, functioning 
separately. Each one of these has its own 
financial budget alloted to it, each has its 
own display staff, and each executes its 
tasks individually. Outside of a _ general 


broad outline as to design and policy (such 
as the idea that displays have the “Ameri- 
can look” about them; that they are youth- 
ful in appearance and are not too formal in 
conception; and that Lord & Taylor, be- 
cause of buying connections in every corner 
of the globe, has been able to concentrate 
on presenting the greatest assortment of the 
world’s finest merchandise at the lowest 


—Henry Callahan, window display director for Lord & Taylor, seated behind "the biggest desk in New York City"— 


oe ROA, PEE, Pat 


7 
+. 
@ 








possible price) each display department head 
can develop his presentations to the full 
limit of his imagination. 

Although displaymen at most other stores 
are not permitted so much freedom ot 
action, this plan works out admirably, ef 
fectively, and satisfactorily at Lord & Tay- 
lor. 

Friendly rivalry in 
thought out by the 


heads, are 


display ideas, as 
different department 
encouraged by both the window 
These dif 
ferent ideas are finally worked out by the 
store projection staff of 15 people, com- 


and interior display managers. 


posed of store executives, publicity, adver- 
tising, exhibits, and display managers, which 
meets every two weeks to discuss projection 
plans The perfect coordination between 
the executive staff, buying and projection 
groups of the store is in a certain sense 
responsible for the fascinating displays, all 
of which are “personal” and timely in con- 
ception 

In the words of Henry F. 
dow display director: 


Callahan, win 
“We like gay, young, 
imaginative displays. As a company, Lord 
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—At the upper left is a view of the famous 
hydraulic elevator system which is unique with 


Lord & Taylor. The picture shows how the 
height of the display floor can be varied for 
different effects. Upper right, the ante- 
room of the department. . . . Lower row, three 
views of typical interior displays— 


& Taylor understands the likes, the lives, 


and the personalities of the New York 
woman. Our window displays are always 
directed towards her. The idea of their 


execution 1s so arresting that 
member them for years to come.” 

\nyone who has talked with Callahan, or 
who is familiar with his activities, will 
readily understand why he is able to pro- 
duce such exotic window displays. 


people re- 


He isa 
man of many talents, being an artist, a de- 
signer and an authority on fashion coordi- 
nation in display. 

Callahan has this formula for good dis- 
play: 

1. Does the display tell a fashion story? 

2. Is it a pleasing picture? 
There in that simple formula, Callahan 


MAY, 194¢é 








believes, is the essence of what is right or 
wrong with window displays today. 

“Many stores who are striving for a 
‘high-fashion’ clientele ‘write-down’ their 
policy by showing their best apparel side 
by side with their budget merchandise.” 

This he considers an error of judgment 
and not likely to impress anyone. Another 
point Callahan believes should be stressed 
and acted upon is the prevailing habit of 
many showing inexpensive clothes 
badly accessorized. He advocates for every 
store, if the budget permits, to keep up 
fashion standards by having an accessory 
expert on the display staff. 

The display department layout at Lord 
& Taylor is an example that efficiency pays. 
Each displayman has his own desk with 
proper lighting and storage space for tools 
and a library of magazines and art refer- 
ence books. 

Callahan’s office boasts the largest desk 
in New York. It’s not to impress one, how- 
ever, but a window prop—picked up for a 
song in his favorite “Flea Market” antique 
Manhattan’s Second avenue. It 


stores 


shop on 
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service in several amusing men's wear 
dows before he “built his office around 

It’s a perfect repository for sketches, 
kks, bills and the various miscellany of a 
y display director. The walls are papered 
a modern adaptation of an Empire wall- 
ver, and yellow leather chairs complete 
This is the t weekly 
ferences between displaymen and man- 


room. scene Ol 
r to discuss various aspects of the dis- 
vs. The entire department is painted a 

it aqua blue with darker green-blue ac- 
nts, a color scheme both pleasing to the 
eyes and practical, too. Fluorescent light- 
ing and air conditioning make for comforta- 
ble working. Four telephones handle the 


many calls between various departments in 


the store. 

lhe hydraulic elevator platforms on which 
the windows are built, described more fully 
below, rise from two below the 
Complete access from the carpenter 
There 


stories 
street. 
and paint shops is thus available. 
are four rooms for mannequins, each with 
rows of padded stalls for single figures. No 
interchange of arms is permitted in order to 
prevent mixups. A specially built cabinet 
holds extra wigs on pegs so they always are 
dust free and will not be mussed. 

Props are carefully catalogued and put 
away by a property man. All shelves are 
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shallow so nothing is stored “way back” and 
out of reach. Cabinets are labeled “China,” 
“Wood,” “Glass,” 


easy identification. 


“Paper,” and so on for 


Seamless paper and fabrics are rolled and 
stored in special racks, and a cabinet 15 feet 
high holds long drapes and curtains so they 
will not be crushed. 

Two girls handle the clerical and secre- 
tarial work under the direction of a_ busi- 
ness manager who also does the buying. A 
production manager handles the building 
and installation of “sets,” plus cleaning. 
shipping, and merchandise. 
Fourteen people, in all, make up the window 
display staff. 

Loan slips are filed for all merchandise in 
windows. These are 
responsibility of individual displaymen. <A 
complete “report” is mimeographed and 
sent to all store merchandise managers of 


receiving of 


signed and are the 


—Upper left, a display used shortly after 
Christmas . . . showing Santa's return desk; this 
is illustrative of Lord & Taylor's policy of oc- 
casional humorous displays. . . . Upper right, 
a giant cigar box featured this men's wear 
window. ... Lower left, delicate spiderwebs of 
wire painted gold were used for this display. 

. Lower right, "We may not be able to suit 
you, but we have plenty of ties to please 

your fancy" — 


45 


items displayed, including price, size, and 
department at each window change. 

There are special bins and closets for “in- 
coming” and “outgoing” merchandise to 
prevent losses and confusion. 

The motto is the old one of 
everything, and everything in its place.” 

Lord & 2 


Taylor has 32 windows, nine on 
Fifth avenue and the rest on 38th and 39th 


“a place for 


streets. 

Lord & Taylor's Fifth avenue windows 
are the only ones of their kind in the world. 
The entire bank of four big windows are on 
hydraulic lifts. 
greater leeway 


This gives the display staff 
for using larger props and 
larger sets, as well as using another dimen- 
sion, i.e., that of an added depth of space 
below the street level floor. When viewing 
these windows from the sidewalk level, one 
will always see below him an auxiliary dis- 
play matching the eye-level exhibit. It its 
not a reflection, but an extension and an 
actual carrying out in detail of the idea of 
the window. 

Because of this feature of window con- 
struction, the display staff of the store can 
put in the most unique windows of any store 
in America 

Lighting of all these windows is accom- 
plished by bulb reflectors, used with glass 

[Continued on page 146] 





and 
one of the most competently handled display 


(Unquestionably the most beautiful, 
conventions of all time, the Educational 
Conference and Exhibition sponsored by 
the Southern Display Association was held 
in Houston during April 22-26. Nothing but 
praise was heard on all sides for the efforts 
of Guy Malloy, president of the association, 
Ed Rose, convention director, and all the 
various committee chairmen and members 
who planned and executed the event. The 
program was well balanced and informative, 
and the delegates made plain their interest 
in the talks and demonstrations. 

(From the exhibitors’ standpoint, how- 
ever, the Conference was not as completely 
successful as could be desired. Several of 
the manufacturers present did an adequate 
although a number pointed out 
same would have been 


business, 


that the business 


done through road trips or at the Display 


* 


©) WAST Pest wan 
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—Below is a view of the stage on which the various demonstrations were given. . 
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—Guy Malloy, left, turns over the SDA presi- 
dential reins to Frank Vermilye, Maison Blanche 
Company, New Orleans. A short time later 
Malloy was presented with a bronze plaque in 
acknowledgment of his outstanding work for 


the SDA— 


Market Week later. Quite a few of the 
exhibitors indicated their disappointment at 
the lack of sales volume. 

(At first the small amount of business 
done was attributed to a lack of attendance, 
but this was rather discounted when the 
SDA released official records on Thursday 
afternoon to show 1,020 registrations, made 
up as follows: SDA members, 484; non- 
members, 297; merchants, 188; manufac- 
turers, 151. The final attendance was set at 
1,908, according to the publicity director’s 
report given below. With these figures in 
mind it seems evident that only a relative 
few of those present were actual display 


onference 






Highlights to be mentioned before giving 
a resume of the actual program include ‘he 
election of Frank Vermilye, display director, 
Maison Blanche Company, New Orleans, as 
president of the SDA; he succeeds Guy 
Malloy, Neiman-Marcus Company, Dallas, 
who asked to be relieved of further offices 
or responsibility after the strenuous two 
years spent in planning the Conference. 
The intention of the SDA to make the Con- 
ference an annual event was indicated by 
several speakers, and if this is carried out 
it seems that New Orleans will be the con- 
vention city for 1947. 

An informal breakfast meeting was held 
early on Monday morning, April 22, with 
Guy Malloy and Ed Rose as hosts; this 
was attended by numerous visiting and 
local merchants. A short talk was made 
by Walter M. Casey, hotel owner of Beau- 
mont, Texas, who said: “We have whipped 
the job of production, and now it is up to 





Sets New Standards 


R. K. PUGH, Publicity Director, Shreveport 


managers with authority to purchase, or 
that many withheld their buying until they 
could visit the larger showings scheduled 
for Display Market Week in New York City 
during the latter part of June—Ed.) 


HE Southern Display Association’s Con- 
a ference and Exhibition proved to be 

all that the advance publicity prom- 
ised, not only in spectacular exhibits by the 
74 manufacturers, but from a program 
standpoint and a broad view of the show 
as a whole. The affair will go down in 
display’s history as “tops” to date. 

Total attendance—final count—was 1,908. 
This figure includes merchants, students, 
display people and manufacturers. Display- 
men accounted for 897 of the total present. 
As far as areas covered, the delegates came 
from Canada to Mexico, and from Florida 
to California. 





. Lower right, looking down the left aisle of the Coliseum— 


us to whip the job of selling. If we don't 
improve our selling technique, what will be 
the use of producing? Our whole economic 
set-up is based on selling.” He continued 
by citing the important place display has in 
making sales. 

The first official meeting of the conven- 
tion was opened with music by the Reagan 
High School band, of Houston, after which 
Dr. Harry G. Knowles, pastor of the First 
Christian Church, Houston, gave the invoca- 
tion. The official welcoming address was 
to have been given by Otis B. Massey, 
mayor of the city, but City Councilman 
Ward Farrington substituted on his behalf. 
Guy Malloy responded on behalf of the 
SDA, and Ed Rose, master of ceremonies, 
then introduced Dave Estes, president of 
the International Association of Display, 
St. Louis, who spoke briefly in praise of the 
SDA’s initiative and enthusiasm in arrang- 
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—Among the early arrivals were, left to right: Mandel Selber, Shreveport; Joe Apolinsky, Birmingham; Murial Selber and Louis Selber, Shreveport; 
Frank Vermilye, New Orleans; W. E. Lowery; Guy Malloy; Dorothy Williams, New York City; M. A. Browning; Edward J. Perrault, Houston; Fenton 


ing the Conference on such a vast scale. 

Other speakers on the Monday morning 
program included Ted Sieferth, Houston 
Chamber of Commerce; A. J. Shudde, presi- 
dent of the local Retail Merchants Associa- 
tion and of Shudde Brothers; Ralph Rupley, 
of the retail association; Lewis Schwarz, 
sales promotional manager, Maison-Blanche 
Company, New Orleans; Laurence Marcus, 
Neiman-Marcus Company, Dallas; Louis 
Selber, Selber Brothers, Shreveport, and 
W. E. Lowry, Texas State Board for Vo- 
cational Education. Probably the most 
pertinent remarks made at this meeting 
were those of Lewis Schwarz, who outlined 
the need for display to establish facts and 
figures on circulation and selling possibili- 
ties; he mentioned that every form of adver- 
tising possesses such data, with the sole 
exception of display. 

The Monday afternoon session was opened 
by Walter M. Casey, who spoke at length to 
the delegates along much the same line he 
had discussed informally at the breakfast 
mentioned above. 

Following Casey’s address, display dem- 
onstrations for various types of merchan- 
dise were conducted by L. L. Wilkins, 
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Davis, New York City; Laurence Marcus, Dallas, and R. K. Pugh, Shreveport .. . At right, Dave Estes, Guy Malloy, Joe Apolinsky— 


Pizitz, Birmingham (silk draping); R. J. 
Patterson, Weiss & Goldring, Alexandria, 
La. (whose talk and displays on cotton 
piece goods are given elsewhere in this 
issue); Hugh McWilliams, Frost Brothers, 
San Antonio; William Goode, Harry Katz 
Company, Oklahoma City; Gerald Dunston, 
Gus Meyer, Ltd., New Orleans, and Bert 
Caldwell, Neiman-Marcus Company (men’s 
wear). 

George W. Kadel, well known art instruc- 
tor and air-brush artist, concluded the day’s 
program with a talk and demonstration on 
“Color Trends and their Effect on Display”. 
(The complete talk, as well as others made 
later, will appear in the June 15 issue of 
DISPLAY WORLD.—Ed.) 

Coke Stevenson, governor of Texas, was 
unable to appear on the Tuesday morning 
program as scheduled, and the educational 
session was devoted to addresses by C. M. 
Cutler, General Electric Company, Cleve- 
land, whose talk will be found elsewhere in 
this issue, and Irwin A. Shane, editor of the 
Televisor magazine, New York City. The 
latter outlined the experiments being con- 
ducted with television display by a number 
of stores in the East. While predicting that 


—Portions of the crowd of more than 600 which attended the annual banquet are seen in the two photographs below— 


television will be standard equipment in 
large retail stores in the near future, he 
warned against over-selling television as a 
display medium at the present time. Shane 
advised display managers, on whom will 
devolve responsibility for their own stores’ 
television programs, to study the new adver- 
tising medium as much as possible while 
they still have time to do so. He stated 
that retail television will be best used—in 
addition to window display—by placing 
television screens throughout the _ store 
wherever traffic is heaviest to attract atten- 
tion to light-traffic departments. 

Tom Lee, vice-president, W. L. Stens- 
gaard & Associates’ New York: City office, 
spoke on Tuesday afternoon; he emphasized 
the need for display people to think in 
terms of merchandising, and to study the 
possibilities of their profession. 

Next to speak was Robert Stack, Paasche 
Airbrush Company, who explained the rea- 
sons behind the short supply of air brush 
equipment. Despite a lack of reconversion 
problems, Stack said, air brush manufac- 
turers are simply unable to meet the de- 
mand for such products. Forecasting a 

[Continued on page 92] 


N unusual treatment for showing 
A tent summer sports jackets was 

used by Display Director James Gos- 
Franklin 
placed on a slightly 
line at the 
were finished with green felt. 


Three large 


semi-circular 


ling at Simon’s. 
Irames, 
top of a grass carpeted slope, 
Flower pots, 
painted red and planted with growing ferns, 
filled the neckline of each gray toned jacket. 
Natural colored hemp was stretched across 
the open area of the frame and back of the 
displayed jacket 

“White 


with a 


touch 
copy 
Dultz in 
Bloomingdale's 


right finishing 
Look” read the 
Director Joseph 


Blouses a 
Fresh Easter 
used by Display 
windows at 
all-white 


and 


the two corner 


The details of the blouses showed 


ip by arrangement contrast as dis 








By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


ployed on rods handled in an abstract man- 
ner. Both the and the 
backwall were painted an emerald green. 
Satin ribbon light blue-green, 
and little flower bouquets spaced here and 
there on the display props gave a softening 
effect. 

“Delman Gathers Wild Strawberry Reds” 
made the headline used by Peter Byram and 


Marion 


semi-circular 


rous 


bows, in a 


Dougherty, in charge of displays 


—Upper lett, by James Gosling, Franklin 
Simon's. Upper right, by Joseph Dultz, 
Bloomingdale's. . . . Lower left, by Peter Byram 
and Marion Dougherty, Delman's. . Lower 
right, by Louis Viella, B. Altman's... . (All 
photographs by courtesy of Virginia Roehl 


Studio, New York City— 


at Delman’s, for a presentation in three 
windows of shoes in this new spring shade, 
A large picnic hamper in a light tone of 
ochre papier mache set the spring mood, 
which was furthered by large, tempting 
strawberries trailing from the hamper; the 
berries were of papier mache. Jade colored 
spun glass was used on the floor. 
At Altman’s, Display Director 
Viella devoted six windows to a 
the Diamond Jubilee of the Metropolitan 
Museum of Art”. In window, acces- 
sories in one color were similarly shown in 
museum appropriately 
Greco Green, Vermeer 
Van Yellow, Manet Aqua, 
Blue, and, in the accompanying 
illustration, Degas Pink for gloves, flowers, 


Louis 
“Salute to 
each 
cases, the colors 
designated as El 
Beige, Gogh 


Renoir 
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costume jewelry, scarfs, hat—with even the 
wig on the millinery head in this delicate 
shade of pink. The mannequin was _ posed 
in a large and impressive gold portrait 
frame. Pink silk roping carried in the fore- 
ground accent the atmosphere of the gal- 
leries of art. 

A Mardi Gras mood was created by Dis- 
play Director Daniel Coffey for a series of 
windows at Martin’s, Brooklyn, for a collec- 
tion of California clothes with patterns 
symbolic of the carnival. The large Mardi 
Gras masques, one red and one black, took 
their design from the featured prints which 
used these two colors on a white background. 
The papier mache masques were held by 
nbhon streamers in the vivid shades of red, 
yellow, green, blue and black. Wood shav- 
Ings which filled the floor of the window 
Were also in the multi-color. 

“J anne Tete’s Tender Hats—inspired by 
gile paintings of the American artist 
; Gene Moore in 
provided the privilege of 


a 
h”’—as presented by 


it windows 
ig eight original paintings and a like 
r of mannequins, also inspired by the 
of the artist. The framed canvas was 

on an old-fashioned easel. The 








—Upper left, by Daniel Coffey, Martin's, Brook- 
lyn. . . . Upper center, by Gene Moore, Bon- 
wit's. . . . Upper and lower right, by Sidney 
Ring, Saks-Fifth Avenue. . 
left, by John 


manager, Lord & Taylor— 


. . Lower and center 


Robert Riley, interior display 


quality and technique of the facial make up 
as well as the pose of the mannequin gave 
a vivid representation of the accompanying 
painting. Olive green was used for the floor 
platform and a trough of growing plants 
was in the foreground of the window. 

Unity and simplicity coupled with a cer- 
characterized the displays 
used by Display Director Sidney Ring for 
the Easter showings at Saks-Fifth Avenue. 
The single mannequin was posed before an 
upright panel covered in silver paper with 
art work done in gold, silver and amber by 
the well known European artist Jean Hanou. 
The manner of handling the yellow drapes 
served to coordinate the display. Backwall 
and platform were finished in a brick color. 
An intriguing hip pocket of flowers in 
Dresden colors ornamented the black eve- 
ning gown. 


tain elegance 


John Robert Riley, in charge of interior 
dsplays at Lord & Taylor’s, gave realism to 
a series of umbrella displays where the 
papier mache figures were depicted in poses 
characteristic of those caught in a spring 
shower. In this accompanying picture, the 
woman strives to shield her flower hat with 
a newspaper (which had been dipped in 
white paste for stiffening qualities). Against 
the “rainy” gray upright panel, which made 
background, arranged a 
miniature umbrellas—these especially de- 
signed in plaid silks and capable of being 
opened and closed just like a real umbrella. 
Metallic thread stretched diagonally before 
the panel gave an accurate suggestion of 


were series of 


rainfall. 

The charm and appeal of tiny Victorian 
figures ready to complete their costumes 
with a well chosen kerchief made a series 
of five ledge trims for a handkerchief pro- 
motion at Lord & Taylor. Both the figure 
and costume were the result of research in 
files dealing with the Victorian era. The 
figures of chicken wire had papier mache 
face and hands, while the dress of fabric 
was dipped in plaster. This particular young 

[Continued on page 138] 
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IGHT is a dramatic medium of expres- 

sion. It has life, color, and even mo- 

tion and in the hands of experienced 
designers and display managers light can be 
one of their most effective working tools. 
Through the many forms of electrical ad- 
vertising, light can carry vivid and colorful 
messages to customers; as store illumina- 
tion, light can enhance merchandising dis- 
plays and create bright, cheerful store in- 
teriors attractive to shoppers. 

Jecause light can do all these jobs in the 
hands of skillful artists it must also be re- 
membered that its use by inexperienced 
result in rather distorted ap- 
pearances and bizarre effects. However, 
the application principles of good lighting 
are few and simple. When followed, the re- 
sults always justify the time spent in plan- 


hands can 


ning. 
which light and store lighting play in the 


This discussion points out the roles 
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—Figure |. Photographic studies of light 
sources dramatize differences in character— 


of-purchase, the same message carried by 
magazine, radio, direct mail and even news- 
paper advertising. 

Lighted billboards and posters catch the 
attention of customers riding along day or 
night, repeating again and again the mes- 
sage carried by other advertising media. 
Cost is low, circulation is high. Messages 
are kept timely with frequent changes. 

Electrical signs and luminous store fronts 
attract shoppers and lead them to the point- 
of-sale. They help to spotlight the location 
among competitors and designate the type 
of store and the character of the concern. 

Show window lighting presents merchan- 
dise to shoppers when they are in a buying 
mood. It actually reveals the goods de- 
scribed on the radio, in the newspapers and 
through direct mail and aids in the pre-se- 
lection of goods by customers. Moreover, it 
dramatizes the value of the merchandise 
displayed. 


THE DRAMA OF 


business dramas of advertising and mer- 
chandising. 

Store lighting is at the end of the chain 
of an advertising program. In fact store 
lighting is the hook on the end of the chain 
which will clinch the purchase by the cus- 
tomer. All other forms of advertising are 
the links in the chain pulling customers 
steadily from their homes to the point-of- 
purchase. 

A brief outline of the various types of 
electrical advertising will show how they 
form links in the advertising chain: 

“Spectaculars” keep institutional and 
brand names constantly before prospective 


customers. They repeat, nearer the point- 





Store interior lighting is the hook in the 
end of the advertising chain. It must do its 
greatest advertising job at this point so that 
the goods on display will have the greatest 
appeal to customers. Lighting must do 
other things also. It must aid other interior 
design factors in creating the right atmos- 
phere in the store to attract the class of cus- 
tomers desired. It must also blend in with 
decorative and structural elements because 
the customers’ attention should be attracted 
to the merchandise rather than to the light- 
ing equipment. If we look at the different 
classes of merchandise from the customer's 
viewpoint we gain a better understanding of 
the proper use of store lighting. 


Impulse purchases of so-called “traffic 
items” are made when the customer sees 
quickly an attractive display of inexpensive 
items, realizes she needs such an item, and 
has the spare cash to buy it right then. This 
is a “self-selection” sales transaction and 
proper display and the right lighting lead 
to millions of such purchases daily. 


“Utility items” are in a higher price class 
but still are the items which are bought 
after a considerable degree of pre-selection 
on the part of the customer. She may have 
seen the style shown in a magazine adver- 
tisement, on the fashion page or in a news- 
paper. Perhaps she made her preliminary 
selection while window shopping. At. the 
point-of-purchase a carefully planned dis- 
play repeats the item featured in advertis- 
ing. Good lighting will allow the customer 
to make her selection and purchase without 
hesitation or qualification. Today, mass 
market merchandise must be presented just 


—Figure 2. Three pieces of the same fabric 
as it appears under lighting from different 


angles— 
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attractively as it is in many exclusive 
S ps. 

“xclusive selections are the other extreme 
from impulsive purchases. An evening dress 
might be an $89 purchase as contrasted with 
a: 89c traffic item. The examination of 
such merchandise is critical and detailed, 
the buying transaction leisurely. Here dis- 
pliy staffs spare no effort to present goods 
in a setting appropriate to their value. Much 
time and labor is expended to create the 
right atmosphere and the lighting must do 
more than present the merchandise ade- 
quately; it must subtly but positively create 
an atmosphere of good taste, luxury, and 
excitement. 


This approach to store lighting problems 
has led to the conclusion that the old “foot- 
candle” methods of specifying lighting are 
very much outdated. Discussions with mer- 
chandisers, displaymen, interior designers, 
store architects and consultants have made 
it evident that new thinking must be applied 
to store lighting if customers and merchants 
are to be satisfied. Lighting specialists 
must stop being strictly engineers and find 
out how best to integrate their experience 


LIGHTING 


and specialized knowledge of lighting with 
that of merchandising and display staffs 
and design consultants. 

The development of fluorescent lighting 
shortly before the war made available a new 
tool for store lighting. It has been rather 
unfortunate that this new lighting source 
was promoted first by many in the lighting 
industry as a replacement for all existing 
More considered thought has 
shown that it has added new character and 
utility to the lighting system. Now we feel 
that we should use the special character- 
istics inherent in each light source to do 
the particular lighting job to which it is 
suited. In this way we blend the 
light sources into a complete, yet flexible, 
system. 


sources. 


being 


As an aid to a better understanding of 
the essential differences in light sources 
more laboratory studies are needed. Fig- 
ure 1 shows one such study. A 50-watt in- 
candescent bulb is mounted on the same 
Plane as a 40-watt fluorescent tube. Since 
the electrical consumption of the fluorescent 
System is about 50 watts we have a direct 
What is shown is the 
tial difference in character between these 
light sources. Incandescent is a very bril- 
liant concentrated source while fluorescent 
is a broad line of softly diffused light. With 
thi. sort of an analysis we are not tempted 
to -ay that one is better than the other. 


comparison. essen- 


e effect of lighting on the appearance 
Or merchandise has also been carefully 


Figure 3. Intense spotlighting of. features 
d shoulders at the wrong angle destroys 
tail. Views in the background show the 
pearance of the same gown under different 
mination. . . . Figure 4, at right. More 
rmal appearance is due to adequate gen- 
3! illumination, supplemented with spotlight- 
ing at the right angle— 
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studied. Surface textures many times are 
such that the direction of a predominant 
beam of light may change or distort the 
appearance. The effect shown in Figure 2 
was obtained by using the same piece of 
fabric, lighted in each case to the same in- 
tensity, but changing the angle of the beam. 
It shows strikingly the need for special at- 
tention to the adjustment of accent lighting 
in merchandise displays if the normal ap- 
pearance of the surface is to be presented. 

Laboratory studies such as these are use- 
ful to indicate the application methods. 
However, actual field tests on sales floors 
where customer reactions can be noted and 
where sales personnel can judge results have 
been carried on. It was found that the 
various types of merchandise in a depart- 
ment store called for some difference in the 
type of general illumination according to 
departments. These differences are in the 
quality of the illumination rather than in 
any change of quantity. By quality in this 
instance we refer to the degree of directness 
of the illumination as contrasted with its 
diffusion. This is determined by the reflect- 
ing and shielding surfaces incorporated into 


By WILLIAM F. ROONEY 


Sylvania Electric Products 
Salem, Mass. 


the design of the general lighting equip- 
ment. 

Methods of display and the merchandising 
policies of the individual store or depart- 
ments naturally will dictate the type of 
lighting. In general, though, it has been our 
experience that the more natural the appear- 
ance of the merchandise displayed the more 
attraction it will have for the customer. Due 
allowance, of course, must be made for some 
enhancement of the goods for best display 


results. All the efforts of display people 


and lighting specialists must be so directed 
that the customer does not say in examin- 
ing the merchandise, “I wonder what this 
will look like when I get it home”. 

Studies were made along these lines as 
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illustrated in Figures 3 and 4. The appear- 
ance of a dress displayed on a mannequin 
should activate the purchase. However, the 
appearance of this same dress at home, 
when critically examined, determines whe- 
ther or not the sales transaction was suc- 
cessful. It determines, too, one very im- 
portant factor in the profit and loss state- 
ment: the percentage of returned goods. 
The general consensus of opinion among 
merchandisers is that a general lighting in- 
tensity of 20-25 foot candles is adequate for 
most types of merchandise. This value is 
provided by only the general lighting sys- 
tem and needs to be supplemented by ac- 
cent and other lighting. The feeling of 
merchants is that the general levels of 
lighting in homes is not higher than that 
level so that the merchandise will not suffer 
from home examination. Some types of 
merchandising, such as self selection display 
of impulse items and staples, can benefit 
from higher intensities. In stores of the 
super-market type, lighting levels of even 


75 to 100 foot candles may be common 
soon. 

All our discussions, studies and _ tests 
keep pointing to “brightness values” and 


“brightness contrast” as the key factors in 
lighting for merchandising and it is difficult 
to tie down these brightness values in the 
usual engineering terms. Instead of specify- 
ing a certain number of foot lamberts for 
each of the areas considered, we have to 
depend on customer attraction value of 
surfaces as the guiding factor. This means 
that lighting must be planned as a display- 
man plans his layouts. We have arrived at 
what seemed to be a reasonable analysis of 
a merchandise setting in terms of bright- 
ness values, that is, in customer attraction 
values: 

Merchandise must always have the No. 1 
attention value. The attention value of 
all other surrounding surfaces must be 
subordinated to it. 

All planning of the lighting system must 
be directed toward blending the lighting 
equipment into the structural elements of 
the interior. This does not mean that we 

[Continued on page 134] 
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Simplicity Is The Keynote 


HE Young-Quinlan Company, of Min- 
neapolis, has a reputation for the ex- 
quisitely unusual in merchandise, and 
Iverett Samsel, display 
keynote 


naturally exquisite of all decorations- 


director, sets the 
with the most 
fresh 


of the entire store 


flowers 

Cut flowers or blooming plants form the 
chief decorations for the majority of show 
windows and cases, and big bouquets are 
depart- 
shop’s four floors of 


fragrantly present in almost every 
ment of the specialty 
merchandise. In each instance, the flowers 
are chosen to suit the particular department 
in which they are used. 

At the arched entrance to the 
painted 


children’s 


department, a large gaily wooden 


shoe is filled packed pots ot 
tulips In the departments, 
where spring prints now hold the daytime 


spring flowers often 


with closely 
sturdy dress 
spotlight, bouquets of 
same patterns and colors as the 
frocks. In the dainty, intimate atmosphere 
of the lingerie softly-pink 
buds and tiny clusters of white flowers are 

men’s department, 
heavier type flowering plants 

theme without endangering 


repeat the 


section, rose- 


used For the pots of 


tulips and the 
carry the store 
the distinctly masculine atmosphere 


Samsel, who has worked with Young 
Quinlan displays for 21 years, is responsible 
for the policy 
He believes that living flowers increase the 


effectiveness of displays beyond measure. 


unusual decorating 


store’s 


““One picture is worth 10,000 words’ says 
the old proverb—and the display 
windows of a store are not only a picture of 
but the itself 


( hine S¢ 


; 
the merchandise, merchandise 





—Below, a display used when Young-Quinlan 
opened its swank Victorian shoe salon. .. . 
Upper right, a display used at night on the 
grand stairway. ... Below, on the second floor 
is "'Le Passage" to ready-to-wear shops— 


arranged in a most attractive frame,” Sam- 
“Add lite to the picture with liv- 
remove some of its 


sel SaVs. 
ing flowers and you 
static immobility.” 

Most of Young-Quinlan’s 17 windows and 
eight display windows are compara- 
tively small, so Samsel plain pastel 
backgrounds in tones that play up the sea- 
sonal merchandise. Contrasting or harmon- 
izing with the central figures is a pot of 
blossoms or a carefully arranged bowl of cut 
Samsel says the flowers retain 
freshness for about a week, for the 
windows are cooled and lights are 
used at night. He refuses to divulge the 
amount of his flower budget, but indicates 
the cost is “within reason.” 

Backgrounds, Samsel declares, should be 


case 


uses 


flowers. 
their 
cool 








just that—never interfering with merchan- 
dise, but always playing it up. 

“Young-Quinlan is a specialty 
added, “and we must show restrained good 
taste in our displays, even though we spe- 
cialize in the unusual. Department stores 
have wider latitudes in their displays, but 
for us, ‘circusing’ is out.” 

As for problem windows, all windows are 
a problem to the slender display director 
and he tackles each one with the enthusiasm 
of an artist seeking new color effects. 

Young-Quinlan is in a corner building, 
with windows facing two main. streets: 
Nicollet avenue and Ninth street. The 
Nicollet windows and part of the 
Ninth windows are devoted _ to 
women’s wear and accessories. The displays 


shop,” ie 


avenue 
street 
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At Young-Quinlan’s 


the men’s department face the Medical 
and other office buildings. 

n spite of the suave, expensive-looking 
that have brought Young-Quinlan 
the Minneapolis 
vspapers, Samsel has a thoroughly real- 


idows 


news sections of 


tic view of a window’s value. 


The test of a window display, like the 
t of an advertisement, is a simple one. 
sell 


merchandise? If it does, it is 


crude, cheap, expensive, beautiful 
drab.” 

added, “is 
thing only: sell merchan- 
It may accomplish that at the 
or it may lay the foundation for fu- 


\ display window,” he ex- 


mo- 





ture selling. If it doesn’t do either, it has 
failed in its one mission.” 
That Samsel’s passion for using fresh 


flowers helps sell merchandise, as well as 
decorating and perfuming the store, is evi- 
dent in the steady stream of customer ques- 
tions and compliments on the blossoms. 
Recently, a shipment of tropical flowers and 


leaves were flown to Young-Quinlan from 
Hawaii and placed on a graceful round 
table just inside the main entrance. Regu- 


lar shoppers stopped at the table, and pass- 


—At the right is Everett Samsel, display director 
for The Young-Quinlan Company; he has been 
with the store for more than two decades... . 
Below, two of the displays used by Samsel for 
the 1946 spring season— 




















53 
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ersby came in to flood the sales people with 
questions. Samsel finally placed a card on 
the table explaining the blossoms and tell 
ing where they came from 

Samsel and light with great 
effectiveness, both in interior displays and 
in the windows. Merchandise is 
shown in quantities that the 
customer, but is always placed with the 
same restrained good taste that marks the 











uses space 






never 






overwhelm 











store as one of the most exclusive shops 
in the Northwest. 

At night, Samsel’s flair for the dramatic 
in display reaches new heights A pure 






white spotlight is beamed directly on each 








mannequin in the display windows, and 
theatrical spotlights are trained on two 
mannequins placed on the broad marble 






stair leading to L’Entresol, or half-mezza 
nine, toward the rear of the first floor. T: 
window shoppers, the stairway and the fig- 
ures give the effect of a beautifully-designed 
stage setting. 

The interior of Young-Quinlan is particu- 
larly well suited to Samsel’s talents. The 
ceilings are curved, for the part, and 
the ceiling of the main floor is divided into 
three shallow arches, with graceful, lightly- 
carved pillars supporting it. The stairway 
to L’Entresol is broad, with stairs 
and wrought iron railings, forming a focal 
point of interest and enticing shoppers to 
the sophisticated gift department to which 
it leads. 

Samsel’s workshop, on the fourth floor, is 
bright and airy, with none of the jumbled 
disorder of the average studio. He 
few props, aside from the ever-present flow- 
ers, and these he selects carefully. He puts 
them away with equal care for possible fu- 
ture use. Samsel and his small staff work 
leisurely but efficiently and the atmosphere 
is distinctly friendly. 

It takes Samsel about three days to pre- 
page 142) 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: One definite unit makes up this dis- 
play—a promotion of mid-summer cool country cot- 
tons. 


Properties: A section of a wagon filled with hay is 
across the entire front of the window. Three stand- 
ing mannequins are shown in interesting poses wear- 
ing summer cotton prints. Backgrounds of this dis- 
play should be a cool blue. Copy card is shown at 
ower right. 


Arrangement: Vacationing Over the Fourth’ 


reads the sign post in this display consisting of 
three definite units. 


Properties; | Mannequins are posed against two 
panels, one upright, and the other a wood-grained 
panel placed at an angle. Luggage is grouped to 
the left with time tables scattered on the floor of 
the platform. Rustic sign post is placed to the right. 
Mannequins display appropriate traveling attire. 





Arrangement: This display consists of one unit 
howing a pleasing arrangement of four manne- 


quins. 


Properties: Platform is covered with sand to re- 
semble a section of a beach. Four mannequins are 


attractively attired in beach costumes. — Large 
sombrero is displayed at lower right. Colorful fish 
nets are draped down to the platform. 
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|}COMING UP 






Arrangement: Another sketch to suggest summer 
vacationing is this men's display which is made up 
of one definite unit. 


Properties: Mannequin is posed in front of a panel 
on which a sail ship is painted. A boardwalk rail 
makes a dividing line between mannequin and sum- 
mer wardrobe selection and accessories. Copy 


card is displayed at lower left. 
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Arrangement: Several elements combine to make 
up this single unit—a display promotion on men's 
bathing trunks. 


Properties: A large white panel is cut in wave 
formation and serves to display an assorted color 
selection of men's bathing trunks. An _ irregular 
patch of sand is marked off on the floor of the 
display and fish netting is added to create atmos- 
phere. Display is set against a cool blue back- 


ground. Copy card is shown to the right. 








Arrangement: Here is a display consisting of one 
large definite unit which in turn is divided into 






three smaller units. 








Properties: The large shadowbox is supported by an 
easel and reveals a display of men's summer sport 





socks. Socks and sock-forms are displayed on pyra- 
Golf-bag and clubs 


create atmosphere. Large copy card hangs from 





mids of suiting material. 






shadowbox. 
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The Psychology of Seeing 


A scientific approach to the problems of display, advertising, and 






merchandising, based on the research of Dr. Herman Brandt, Drake 
Dr. Brandt will be one of the speakers at the Visual 
Merchandising Clinic during New York Display Market Week in June. 


university. 


Herman F. 
psychology 


IFTEEN 
Brandt, now 
and director of Visual Research Labora- 
tories at Drake university, Des Moines, was 
why certain students in 
his classes with little effort while 
others accomplished the same assignments 


years ago Dr. 


professor of 


curious to know 


learned 


with much difficulty. 
He requested that all students in a cer 
tain class read a page of print in the text 


while he observed their eyes jump from 
word to word and line to line. He noticed 
a decided difference in the speed of thei 


eye movement as well as in their compre 


hension of content. 


This being only a casual observation, he 


punched a hole in a typewritten sheet and 


watched through the little peep-hole the 
eve movement of each student as he read the 
typewritten copy on the other side He 


discovered that movements of intel 


ligent students varied greatly from those of 


the eye 


the poorer ones. 

To make his findings objective and scien- 
tific he 
which 


built five years later an eye-camera 
photograph fixa- 
movement. He was 
Ph.D. de 
gree and was granted patent number 2,229, 
\ photograph of this 


April 


would every eve 


well as every 


this achievement his 


tion as 
awarded for 
721 for his invention. 
bidimensional camera appeared in the 


issue of DISPLAY WORLD. 
Since that time thousands of ocular pat 
terns have been recorded by Dr. Brandt's 


and the ocular per 


looking at 


bidimensional cameras 


formance of people advertising 


editorial copy, art objects, or problemative 


situations have revealed indices of the ef 
fect of these variables on the behavior of 
the observer \s a result of these studies 


carried on under controlled conditions he 


1 


has discovered many basic eve movement 


laws and tendencies. 
He discovered for example that when the 


eve looks at a designated field such as an 
advertisement, a billboard or a display win 
other things being equal, the first eve 


left and 


dow, 


fixation will fall at a point to the 


above the center. Subsequent fixations will 
follow a pattern similar to the one illus 
trated in Figs. 1 to 4, inclusive 


In addition, ocular patterns reveal that the 
to four fixations and 
then changes its course of direction. It pre 
fers the left to the and the top to the 
bottom positions on a page. This being the 


human eve makes one 


right 


case publishers and advertisers need to 
guard against advertisements that require 
excessive vertical movement and lines that 


are too long to accommodate rhythm read 


ing 
While the eve is exceedingly sensitive to 
variables, undet 


all types of physical 


conditions 


eves 


controlled reveal sex differences, 


special interests, personality traits, levels of 


and methods employed when in- 


intelligence 


dividuals learn and read print or pictorial 
COpy. 

By this technique (ocular photography) 
the relative attention value of advertise- 
display cards can be determined 
and sex preferences ascertained. The ef- 
fectiveness of window display as well as 
window lighting may by this type of analy- 


ments or 


sis be evaluated, but regardless of what the 


physical determinant may be in every 
case, the nature of human nature is revealed. 

Another technique employed by the Visual 
Research Laboratories is the one-way-mir- 
ror technique. By this method the subject 
is observed in his normal state of behavior 
without his knowledge of being interviewed 

Magazines (for example) are received in 


the Visual Research Laboratories 10 days 
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—Figure |. 


The area covered by the black circle is the approximate "primary area of fixation" 


on a two-page magazine spread, according to results of eye-camera tests on more than 3,500 









































subjects. Note: This rough layout has been used solely for illustrative purposes— 
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—Figure 2. 
left and upwards. 





The first few movements the eyes make after striking the layout area are to the 
The tendency to move first to the left is one of the strongest indications— 
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ior to their appearance on the news stand 
id are placed to be read in lounges of de- 
irtment stores, barber shops, beauty par- 
rs, libraries, etc. At a proper vantage 
int, in observation booths behind one-way- 


irrors, are stationed trained observers 


juipped with electric recording devices to 
serve just how magazines are read. 

Information on respective magazines thus 
‘tained provides answers to such questions 


1. What is the average time spent by 
aders, reading the entire magazine? 
2, What is the relative time spent on 


espective spreads? 


3. What is the average time spent by dif- 


erent sexes and age groups on different 
vpes of copy and advertisements ? 


4. What percentage of readers read maga- 
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zines from front to back; back to front or 
both ways? 

5. What relative time spent on first, sec- 
ond, third, and fourth quarters of the maga- 
zines ? 

6. How is magazine held, degree of dis- 
traction, and many other questions are 
answered. 

This same technique is employed in ob- 
serving shoppers select and purchase mer- 
chandise of every kind. The observation 
booths are located in merchandising places 
where customers select merchandise on im- 
pulse. 

The shopper is, for example, clocked from 
the time she picks up her shopping basket 
in a self-serve store until she pays the 
cashier for her purchases. The 
each customer observed includes: 


















































—Figure 3. The eyes rarely make more than four successive movements in the same direction. 
As indicated above, the eyes moving generally from left to right changed direction several times— 


















































Figure 4. A tendency for the eyes to move in a clockwise manner in their first exploratory 
p over a new layout area has been observed in many eye-camera tests made with widely dif- 


rent conditions and layout conditions. 


However, a change in this flow of movement has been 
effected with particular 


layout techniques— 


report ot 


—This is an electronic counter which records time 
in units of 1/100 of a minute— 


1. The total time spent in the store se- 
lecting and purchasing merchandise. 

2. Relative time spent at respective sta- 
tions. 

3. Number and kind of products purchased 
at each station. 

4. The course of traffic, etc. 

By this technique the buying patterns of a 
prospective customer in a department store, 
for example, may be evaluated. To record, 
for instance, the traffic of customers sé 
lecting and purchasing greeting cards re- 
veals the following: 

1. Time required to purchase such cards 
as the customer desires. 

2. Relative time spent in examining re 
spective cards. 

3. Number of cards picked up but not pur 
chased. 

4. Relative number of times sentiment 
read. 

5. Number and kind of cards purchased. 

Buying habits are readily discovered by 
this method and in addition the adequacy 
or inadequacy of display, lighting, and pack- 
aging may be revealed. 
ror technique coupled with ocular photogra- 
phy provides a_ scientific measure of all 
forms of physical conditions which affect the 
buyer when purchasing on impulse, and in 
addition reveal the character and nature 
of the buyer as well. 


The one-way-mir- 


A few of the many problems which may 
be answered by employing the eye camera 
and the one-way-mirror technique are: 

1. What types of layout including head 
lines and illustration are most effective ? 

2. What has the greatest interest value in 
a layout? 

3. What is the 
values of color, position, isolation, etc. ? 

4. What is the 
ideas and physical determiners in an adver 
tisement ? 

5. What is the importance of package de 


visibility and attention 


relative effectiveness of 


sign: 
6. What is the relative attention value of 
wax over cellophane packaging? 

7. What constitutes effective counter dis 
play? 

8. What is essential in product design? 

9. What are poster designs which attract 
and sustain attention? 

10. Are pictures as effective in gaining 
and sustaining attention as the real prod- 
uct ? 

While the Visual Research Laboratories 
do not have ready answers to thousands of 
problems in advertising and merchandising, 
it is felt that they have a method by means 
of which the answer to many unsolved prob- 
lems can be obtained. Science, in the last 
analysis, is a method to discover the prin- 

[Continued on page 124] 
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Display At “America’s No. 


Melnik Ove, 


merchandising 


OUNG, live-wire Harold R. 
as director of visual 
at The Hecht 


is meeting special problems and car 


Company, Washington, 
L). ¢ 
responsibility as his organiza 
fiftieth 
the nation’s capital this vear 
“Golden Anniversary” 
necessity 


rying heavy 


tion celebrates its anniversary in 


Krom the angle, 


there is. the of keeping the store 


before customers in the Washington metro- 
politan area as the successful institution of 


its kind in the city. There 1s, too, a pro 


gram of immediate expansion underway 


which will mean two new branch stores 

one in Silver Spring, Md., and the other in 
addition to the main 
of Seventh and F 
Hecht Company 1s 
the presenta 
with 


Clarendon, Va.—in 
store on the busy corner 
NW And The 
and devoted to, 
“brand” merchandise, 


Streets, 
committed to, 
tion of exclusive 
special emphasis on interior displays, two 
policies which affect all work in the “visual 


merchandising” department. 


Mechanically speaking there are 31 Hecht 
Company windows in the F street store, 
where displays are changed every two 
weeks. The store’s merchandising is han- 
dled under six merchandising divisions: ap- 
parel for women; for children; for men; a 
downstairs store; fashion 
home wares. Each of these divisions must 
have an average of 15 to 20 unit interior dis- 
plays in a program of constantly new pre- 


accessories; and 


—Upper left, for a promotion on ‘Master- 
kraft" hooked rugs, this charming period room 
furnished background for the merchandise; sev- 
eral such rooms were used. Wall displays 
assembled a rug, suitable drapes and up- 
holstery fabric. . . . Upper right, various forms 
of interior display carry out the idea of "as 
seen in” Nationally advertised brand 
names are kept consistently displayed. . . 
Lower left, every inch of space which can be 
used gracefully tells the shopper some truth 
about the merchandise. . . . Lower right, one 
of Hecht's fiftieth anniversary displays— 


sentations which follows no set schedule but 
is planned to give the customer up-to-the- 
minute style notes. 

Melnicove has 37 employees in his de- 
partment, nine of this number giving {full 
time to work in the sign shop. He has been 
director of the department for several years, 
and manages the stream of details which 
flows across his desk with deftness. He 
came into display work after years as an 
art student at the Corcoran Art School; his 
hobby, which is photography, brought him 
honorable mention in the 1942 National 
Newspaper Snapshot contest, and extends it- 
self today into his display work. He con- 
fers directly with the management on his 
display projects. 

As worked out at The 
the use of brand merchandise 
stant tie-ups with national advertising being 
done by manufacturers. It means the all- 
out use of interior space for presenting 
modeled groups. Promotion of all brands 


Hecht Company, 
means con- 
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is to be continuous. 
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book in. hand and ready to buy. 





Brand Store” 


Local newspaper ad- 
rtising must reflect the national magazine 


dvertising of the brands. 


The important moment in any promotion, 


echt experience has shown, is when “Mrs. 


ashington” is inside the store, with pock- 
So the 
‘cht display program uses its major effort 
sell the customer already within the store. 
ere are reproductions of magazine adver- 
ing blown up to display enlarge- 
nts of local newspaper advertisements 
ich also stress the brand names. And in 
ups, shown with the copies of the adver- 
ing, are figures modeling the merchandise 
ich the advertisements describe. 
In each of these interior groupings in The 
cht Company there is careful attention 
detail so that connection the 
nted advertising and the merchandise is 
phasized. If the pictured teen-ager in 
national advertising picture carries flow- 
so will there be flowers sketched in the 


size, 


between 





actually in- 


and 
interior display 
there will be real duplicates of these. 
To help the customer locate the brands 


local 
cluded 


newspaper 
somewhere in 


space; 
the 


she has read about in her favorite news- 
paper or magazine, the space above The 
Hecht Company racks and cases through- 
out the store is given to “labels’—white 
back-ground signs with brand names dis- 
played in raised, contrasting letters. The 


—The two upper illustrations show how The 
Hecht Company continually ties in with national 
advertising in consumer publications. Displays 
carry through with the advertising motif, in- 
cluding flowers where the advertisement in- 
cludes flowers, matching advertised costume 
with displayed costume, and so on... . 
Final illustration, a scene in the "Nationally 
Famous Men's Sportswear" department at 
Hecht's, exemplifying the store's credo: nation- 
al advertising plus local advertising, plus 
actual merchandise carefully displayed within 
the store— 
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By 
M. O. WAUGH 





can see at a glance where the 
desired merchandise is located. With labels 
showing exactly where each brand is lo- 
cated, the sales force’s time is saved also. 

Hecht Company windows serve two pur- 
They supplement the interior dis- 
plays, emphasizing brand names and na- 
tionally famous manufacturers. They are 
used also to stress the institutional charac- 
ter of The Hecht Company’s long life in the 
community. As institutional advertising, 
the Hecht windows have strong “come- 
hither” appeal. It may be a series of dis- 
plays connected with current world news, or 
activities of local organizations, or, as in 
connection with the fiftieth anniversary cele- 
bration, the windows were used to feature 
comments of national leaders felicitating the 
company on the anniversary. 

Occasionally there is a reversal of the 
manufacturer-to-retailer promotion impulse. 
Just installed in The Hecht Company, for 
example, is an elaborate set up of “Master- 
kraft” hooked rugs. Posters, signs, care- 
fully worked out and blown-up directions 
for care of the rugs, and flat-wall advertis- 
ing units showing rugs with drapery materi- 
als and photographs of actual furniture 
recommended for period rooms, are part of 
the display at Hecht’s; these are developed 
by Melnicove and his staff. At the close 
of the showing in Washington, this display 
equipment will be given to the manufacturer 
by The Hecht Company, for use in other 
cities. 

The display department does not have to 
heip stage sales on a price competitive basis 
with variety and chain stores. Volume at 
this store is a matter of constantly building 
customer confidence and desire. 

In 1925, long before the war, three policies 
were laid down which have not had to be 
changed: (1) there was to be brand mer- 
chandise which could be enthusiastically and 
honestly promoted; (2) there were to be not 
too many lines, but intensive work on the 
few chosen; and (3) there were to be no 
cut-price sales. These decisions were made 
at a time when brand merchandise was an 
“experiment” to be observed over a 10-year 
period. 

Now, 20 years later, The Hecht Company 
is cited as “America’s No. 1 Brand Store.” 
The record shows a total volume of 27 mil- 
lion income in 1945, compared with a 5 mil- 
lion volume in 1925. The evident conclu- 
sion is that well-chosen brands, sound man- 
agement policy, and alert display and re- 
lated promotional efforts have been able 
to join hands to build volume business—and 
have succeeded. 


customer 


poses. 
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Partitions removed, new lighting, two- 
way speaker system between windows 
and the display department, air condi- 
tioning for windows, and a new back- 
ground treatment—these are the inno- 
vations at Rike-Kumler's, Dayton. They 
all add up to greatly increased display 
efficiency, as Joe Vent explains below. 












E recently remodeled our display 

windows at The Rike-Kumler Com- 

pany, and are most pleased with 
the results. We have achieved many fea- 
tures—new, as far as we are concerned— 
these being: (1) open windows; (2) new 
lighting; (3) two-way speaker communica- 
tion system to all windows and display de- 
partment; (4) air conditioning, and (5) 
background treatment. 

All partitions usually dividing the win- 
dows have been removed, making them much 
larger and more flexible. Many dramatic 
effects can be achieved in this type of con- 
struction, which is illustrated in the photo- 




















graphs. 

Fluorescent and incandescent illumination 
have been combined, fluorescent being used 
on the floor and concealed in a 5-inch trough 
to the rear of the windows and to the front; 
the thought here is to improve the daylight 
lighting of windows. The shaft of light to 
the back silhouettes merchandise during the 
days, counteracting reflections that dark 
backgrounds cause. Since light is our only 
way to combat this, all window lights are 
burned during the daylight hours. 







































Each window contains six circuits, and , 


each circuit is wired to carry up to 1800 @ y 
watts. Switches are at the back of the for a 
ward column between each windew, with 

master control switches located in the main . 


floor light panel. These switches open au- 
tomatically in case of a short circuit or 
overload. Two rows of outlets are on the 
ceiling, one to the front and one half way ti 
back behind a center valance to permit a 
varied use of window lighting with -both 
spots and color. 

We have had a two-way speaker system 1) 


for several years and it has proven most t] 


—The photograph showing the cross section 
gives a general idea of the window improve- 
ments, although the center valance which con- 
ceals the back row of lights on the ceiling does 
not show very clearly. .. . One of Rike’s cur- 
rent displays, featuring a "Carnival of Beauty’ 
is seen at the left. Six windows were devoted 
to this theme, promoting toiletries— 
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have been placed on the ceiling with a shut- 
off arrangement. These have been spaced 


able It not only permits easy and 
k contact between display people in 
lows and the display department office, 
expedites customer window call service. 


hook-up includes from office to display 
shop and sign room, as well as from 
fice to the windows. This also has a 
advantage over telephone and signal 
icts due: to the fact that a conversa- 
an be held with clarity at a distance 
feet from the speaker. It can readily 
en why this would have an advantage 
the telephone due to the fact that the 
n who is being contacted may be at 
noment at some distance, and possibly 
ladder; with the speaker system he 
inswer without interrupting his work 
play window air conditioning is an 
vation, and is particularly valuable for 
‘yee morale and for their health. It is 
known that display windows are very 
In winter and hot in summer, which 
s bad working conditions. Air ducts 
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as often as necessary to insure good results. 
Backgrounds are %-inch plywood covered 
with burlap. This has been pasted on the 
same as wall paper would be. Burlap has 
been used to give character to the finish. 
Two coats of light cream color paint have 
been applied. On this a promiscuous splat- 
ter of green, red and brown has given a 
decorative spatter-dash effect. Over this a 
coating of starch has been used so that the 
finish is protected and easily washed. The 
reason for this speckled finish is that when 


—Two more of the ‘Carnival of Beauty" dis- 
plays are pictured above. Note that the cir- 
cus atmosphere was carried out in detail; the 
mannequin at the unoper left is poised on a 
tight-wire, while a safety net is slung in the 
background. At the upper right is a barker 
and a glimpse of a carousel. The lower 
photographs are of current furniture windows— 


By JOE VENT 
The Rike-Kumler Company 


Dayton 


tacks, nails and staples have been used in 
backgrounds—which is a_ necessity—the 
holes left when these have been removed 
become other specks and are therefore un- 
noticeable. A close look at the vertical 
photograph shows this finish behind the 
net. Ceilings are painted flat black; this 
eliminates the showing of dirt and dark 
streaks caused by heat from the lights, gives 
height to windows, and ceilings are less 
noticed by window shoppers. The glass in 
our show windows is 14 feet wide and 10 
feet high, with a 30-inch valance. A 4-foot 
abutment separates each window. From 
glass to background is 6% feet. 

The photograph mentioned above, show- 
ing a cross section of the window, shows 
all of the above-mentioned items. Other 
photographs showing a front view of these 
windows illustrate good effect of the open 
and well-lighted displays, which, combined 
with color lighting, have made them most 
attractive. 
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—Frances Hughes, 
of Mademoiselle— 


—Mildred Morton, 
of Vogue— 


Plans Set for Display Market Week 


RACTICALLY all arrangements have 
P been completed for Display Market 

Week, to be held in New York City 
under the sponsorship of the National Asso- 
ciation of Display Industries during June 
24-28. 

Local members of the NADI will exhibit 
their merchandise in their own showrooms, 
for the most part, while out of town mem- 
bers will show at the Hotel New Yorker. 
All agree that this will be the most impres- 
Market Week ever held, and 


is expected to surpass all 


sive Display 
the attendance 
previous events. 

From the educational standpoint a banner 
program has been arranged by Dana 
O’Clare, New York display consultant re- 
tained for this task, working in conjunction 
with local display directors and a committee 
from the NADI. This part of Market Week 
will be known as the Second Annual Visual 
Merchandising Council, and will be held in 


—At the left, Esther Lyman, Harper's Bazaar . 








Manhattan Center, next door to the New 
Yorker, at 2:30 p. m. June 27. 

The program will start with “Words of 
Welcome”, by Alan Wells, of Kaufmann 
Department Stores, Pittsburgh. This will 
be followed by a “Preview of Illusory Ani- 
mation”, by Kenneth Lang, consultant physi- 
cist; the exact nature of this talk and 
demonstration has not yet been revealed, 
but is said to be of unusual interest. 

Almost half of the afternoon session will 
be given over to Dr. Herman Brandt, head 
of the Visual Research Laboratories, Drake 
university, Des Moines. Dr. Brandt's re- 
search into eye-movement habits as related 
to selling promises to be one of the most 
important parts of modern display knowl- 
edge, and his address and demonstration are 
expected to add greatly to the value of the 
Visual Merchandising Council. Something 
of Dr. Brandt's study of ocular movements 
is outlined in the article, “Psychology of 


. . Center, Lucia Foreman, of Charm.. 





Seeing”, which appears elsewhere in_ this 
issue. 

“Viewpoints from Store Management” is 
to be the next feature on the program, dur- 
ing which time several top retail executives 
will express themselves on the subject of 
display. 

A galaxy of fashion authorities will be 
present during the Council, and will take 
over the program to bring it to a close. 
While questions from the floor will not be 
practicable, due to the size of the crowd 
expected to attend, sectional representatives 
from various parts of the United States will 
advance questions on various phases of dis- 
play and its relation to fashions coming up. 

The authorities who will handle this part 
of the afternoon's session are: Lucia Fore- 
man, of Charm; Mildred Morton, Vogue; 
Helen Kelley, House and Garden; Esther 
Lyman, Harper's Bazaar, and _ Frances 
Hughes, Mademoiselle. 


. Right, Helen Kelley, House and Garden— 
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Visit us during Market Week, June 22nd thru 27th. 


/NNAEGELE- HORNER we. 


Tlelsea 2-3736 164 West 24th Street, New York City, 11. 
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...on and off the record 
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—J. A. Hybarger, display manager for 
Leonard's, Fort Worth, makes a specialty of 


winning display contests — particularly 
those dealing with hunting, fishing and 
baseball. Here he is seen with his son, 


Jack, Jr., while the latter was home on 
furlough during the war— 


—Clarence J. Yochim is display manager 
for Trask, Prescott & Richardson Company, 
Erie, Pa., and has been in that position 
for 14 years. He delights in swimming 
and photography, his favorite photo sub- 
jects being his wife and their three 
children— 


—Another family man is William Gymer, who is 
in charge of display for the Bon Marche, Evans- 
ville. This picture was made of Gymer and his 
family while on a hunting and fishing trip in 


—Baseball and singing are the hobbies of Nor- 
man Belling, display manager for Pettibone's, 
Appleton, Wis., for the past 22 years, but here 
he seems content to sit in the yard with Mrs. 
Belling and their two daughters— 











the mountains— 





—This is R. V. Vaughan, who started with 
Sears, Roebuck & Co. in St. Louis back in 
1931. In 1935 he was transferred to the 
store planning department, working out of 
Chicago, and was then sent to Dallas five 
years ago to be display supervisor for the 
Southwest. Now supervises displays for 
Sears’ Los Angeles district, consisting of 
nine stores. He likes hunting, fishing and 
golf— 


—With the Rocky mountains so close at 

hand, it is no wonder that M. G. Downey 

is caught with a copy of "Outdoor Life,” 

which should be a give-away as to his fav- 

orite recreation. During business hours he 

is display manager for Gano Downs, 
Denver— 
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NEW YORK MARKET WEEK 


‘sure to visit our headquarters in Hotel New Yorker, Room 631, 


tring New York Market Week — June 22nd to June 28th for 


complete showing of the new Sherman Display materials. 


SHERMAN PAPER PRODUCTS CORPORATION 
Newton Upper Falls 64, Mass. 


Certainly! Td like a free copy of the new Display Guide 
color edition). Send it to: 

Name 

( ‘company 

Street 

City & State 





Real, robust, rollicking he is part of the great, new 
Sherman line which will give a lift to Fall and Christmas 
displays everywhere. He radiates an irresistible Christmas 
spirit which will make him the darling of every shopper. 
Best of all, he comes in several different sizes, to meet the 
multitude of Christmas display needs from small price 


stands, to large, life-size models. 


This new Santa Claus is typical of the top-flight mate- 
rials in the Sherman line for Fall and Christmas. Top-flight 
in every way ~~ with brilliant ideas by outstanding artists 
these new materials can help you create and install finer dis- 
plays. Pictorial panels, continuous-design materials, win- 
dow-height backgrounds see them a// at your display 
dealer’s! Or send for your advance copy of the Sherman 


Display Guide for Fall and Winter. 


PAPER PRODUCTS CORPORATION 
Newton Upper Falls 64, Massachusetts 


New York . Chicago Los Angeles Atlanta 
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MEET OLD FRIENDS . . . . SEE NEW YORK’S FINE STORES 


idea—to help the retailer sell more goods faster and 
Come, meet old friends 
. See New York’s finest win- 


Your opportunity is here! Do not fail to attend this 
big-postwar New York Market Week, sponsored by 
N.A.D.1., featuring the 2nd Annual Merchandising 
Council. . . . Those manufacturers having New York 


to reduce selling costs. 
and exchange ideas. . . 
dow and interior displays. ... Never before have you 
showrooms will have complete exhibits and others had such an opportunity to do good for your store. 
will have theirs at the New Yorker Hotel . . . On 
Thursday, June 27th, we will present the 2ND AN- 


NUAL VISUAL MERCHANDISING COUNCIL 


We most cordially invite you to be there as we believe 
in sponsoring this Market Week, we are aiding DIS 


PILLAY achieve its place in the sun. 





Manhattan Center. The theme—Research. The 


Members of the National 


Adler-Jones Company 

Advertisers Display & 
Exhibits, Inc. 

Aladdin Fabrics 

Allied Display Materials, Inc. 

American Fixt. & Mfg. Co. 

Ankerum Mfg. Co. 

Arrow Dec. & Fixt. Co. 

Austen Displays 

C. Barrango Co. 

Bliss Display Corp. 

Eve Brueser Studios, Inc. 

Bulkley, Dunton & Co. 

The Carrata Co. 

L. J. Charrot Co., Inc. 

James A. Cole Co. 


Colonial Decorative Display Co. 


Cook & Meier 

Emil Corsillo, Inc. 
Coy, Disbrow & Co. 
Crystal Fixture Co. 
Crystalline Plastics Co 


NATIONAL ASSOCIATION 


L. A. Darling Co. 
Dazian’s, Inc. 
Decorative Novelty Co. 
Decorative Plant Co. 
Dingleman-Wolff Co. 
Display Corporation 
Display Equipment Corp. 
Display Mannequin, Inc. 
Display Products Co. 
Durable Displays, Inc. 
Facil Fabrics Co. 
Gardner Displays Co. 
Garrison-Wagner Co. 
Earl W. Gasthoff Co. 
General Display Corp. 
General Display Studios 
Grant & Silvers, Inc. 
The Greneker Corp. 
Victor Haida Displays, Inc. 
B. A. Jacobs Co. 

London Displays 


Association of Display 


A. Lutz 

Lynn Display 

Magnani Statuary Company 
Maharam Fabric Corp 
Majestic Creations, Inc. 
Mechanical Man, Inc 
Mileo Mannequins 
Modern Art Studios 
Modern Displays 
Mutual Disp. Mfg. Co. 
Natural Creations 


New England Deco. Supply Co. 


New Style Studio 

Old King Cole, Inc. 

R-Tex Co. 

Radiant Glass Fibers Co. 
Reflector-Hardware Corp. 
The Reyburn Mfg. Co., Inc. 
Rip Studio 

Royal Paper Corp. 

Gustave Rubner, Inc. 


PROGRESSIVE 





MERCHANDISE 


Industries 


Sales Paper & Supply Co 
Schack’s, Inc. 

Scheuer Creations, Inc. 
Sherman Paper Products Corp 
Frederic Shipman 

Shoe Form Co., Inc. 

Silvestri Studios 

Nat Siegel Fixture Co. 
Silvestri Art Mfg. Co. 
Standard Fixture Co., Inc 
Staples-Smith Co. 

Starkman Display Center 

W. L. Stensgaar?4 & Associates 
Tabery Corp. 

Taffel Bros., Inc. 

Tally-Ho Display Studio 
Timbertone Decorative Co., Inc 
Timely Service Co., Inc 

Jas. B. Williams, Inc. 

W. M. Zeppen-Field Studios 
Display World, Associate 
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Displaying 
Cotton 
Fabrics 


By R. J. PATTERSON 
Weiss & Goldring 
Alexandria, La. 
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a bunch of flowers. 


gesting 


is inexpensive, one can make the 
to 


ie showing of many pieces without 


out of it cover wallboard cutouts, which 
enables tl 


the 
would be a 


‘ s aaale 
aningiess 


usual me drapes. Thus what 


stocky window is turned into a 


neat one 

Without 
the 
a cotton fe 


pic ker to 


stretching the imagination too 


fabric flowers can be “planted” in 
Id, with 


the rather unorthodox com 


lar, 


an attractive cotton 
glorify 
Phe cotton picket can be a draped 
Perti- 
difficult to 
well in 


bination 


Mannequin, OF a cutout as shown. 
are 
off 


card 


nent phrases for showcards 


get, but extra effort pays this 


respect suggested copy reads 


Nice ing,” or “Prize Crop.” 
| the clothes-pins, 
shopper that the 
the actual 


can add a 


play 
ine 
material 1s ashable. If 


fade 


sun 


will not one sun 


as shown 


This theme was selected deliberatelv te 


demonstrate that 


no matter how manv times 


a subject has been used, a thoughtful dis 


playvman can give it interest 


is Ries 


hundreds of 


new 
can he 
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emphasize s the 
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idea 


stalk 


and swatch 
Wavs \ 


holder 


material 1s 


di ape 
P * 
used ol 
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made of 


Phe 


Irom 


hunter 


title. 


an 


why 


“Affinity 
advertising 


One 


tor Suds,” 


service and 


should be an avid 


Was 


taken 
demon- 
headline 


The picture wouldn't be complete \ 


that bane of the housekeeper s lite pt 


on the pole and youll have to a 


adds a nice touch 
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! SCULP--TU--ROLLS 


DEEP EMBOSSED! DO NOT CONFUSE with printed or painted materials 


TIMBER! DRAPE 
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bat pay available Made in a wide range of luxurious 
+: 
ANTIQUE WALNUT a 
Rolls 30 inches wide, 20 feet long Rolls 28 inches wide, 20 feet long 


$525 $625 


Many other DEEP EMBOSSED SCULP-TU-ROLLS are available 
OAK BARK e BIRCH BARK e STONEWALL @ BRICKWALL 
RAISED TILE 








Our complete line will be on display at the New Yorker Hotel during June 
Market Week. Be sure to see our NEW SCULP-TU-ROLLS and other products. 


WE MANUFACTURE 


2ULT FOILS FLUTED PAPERS CORRUGATED PAPERS 
INSELCREST CORRUGATED LEATHERETTES WIDE PAPERS 
K. CUT-OUT VALENCES FLOORING PAPERS EDGEINGS 


Write for a copy of our FALL and CHRISTMAS. Catalogue NOW! 


\BACOT DISPLAYS, Inc., 18 East 16th St., New York 3, N.Y. 
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DISPLAY WORLD is proud to present the first of a series of original display 
sketches by Dana O'Clare, internationally famous displayman and designer. 
Formerly display director for Lord & Taylor, since his return from the armed 
forces O'Clare has established himself as a display consultant in New York City. 





BEACH WEAR 


Wire or rattan unit 


A. Moon and stars suspended by invisible wire. 


B. Net or tulle studded with rhinestones, draped from 
star attached to moon. 


% C. Cello leans against drum. 
\ D. Maracas rest on the edge of drum. 


\ E. Slanted edge platform with painted music motif; other 
props, such as sheet music, glasses, nosegays, etc. 


F. Pen lines on backdrop painted or wire. 


Suggest attaching rhinestones here and there on back- 
I ground and floor for added glitter. 
y, Fe 


Sia Ze 








SUMMER EVENINGS 


Wire or rattan unit 


. Sea-horse on surfboard riding through waves. 
Ball on floor. 
. Slant-sided platform on which is painted wave motif. 


. Sun suspended by invisible wire. 


moose > 


Painted or wire curves on background. 


Suggest sea shells and sand on floor around unit. 


























By JOHN L. COONEY 





ISPLAY Director Stuart Raymond did white measuring tape ran over the map and © by using a white plaster model of a sewing 
‘The Silhouette Story” for The was attached directly to the dark back- machine, a white plaster hand-iron, and big 
Broadway Department Store in black ground of seamless paper. A mannequin — plaster buttons. The card, reading “Sew 
and white. lightened with a few touches of held a large wooden needle, also painted and save with quality fabrics”, was attached 
other colors \ gold frame enclosed the silver, and a heavy cord simulating thread to the background with large versions of 
silhouette of the skyline of a large city, as | was run through the eye of the needle and — dressinaker’s pins. Assorted sewing acces- 
seen in the first photograph. \ffixed to between the blades of the scissors, the tree sories rounded out the display. 
this were the cutout silhouettes of several end of the cord being left dangling. The “The Outdoor Way of Life’ was the 
women. Green birch branches at the corners mannequin was draped in rayon print ma- theme used by Silverwood’s Claude Gardner 
of the frame prevented any appearance of terial, the free end of which was also in his displays of men’s leisure wear. The 
drabness. The mannequins, of course, were carried between the blades of the scissors mannequins were shown leaning against a 
dressed in black with white accessories. and left suspended. Cooke further carried plain pine fence section. A  saddle-leather 
\ giant 8-foot scissors, superimposed ovet out the theme of the “Sew and Save” week frame, tied at the corners with rattan, en- 
a map of the United States, and a mammoth : closed an abstract outdoor scene which 


measuring ta made an interesting setting helped set the mood. The scene was made 
sig ie —Upper left, by Stuart Raymond, The Broad- 


way ... Upper right, by John E. Cooke, Coul- nee se oe : 
\ ter Dry Goods Company Lower left, by rackground, Mountains were touched in 
map was made of papier mache and painted Claude Gaerdecr, Silverwood'’s . . . tewer with a brush, and breakfast food (“Cheeri- 
white Phe wooden scissors were painted right, by James Stewart, The May Company- Oats”, to be exact) was glued at the base 
silver and suspended from the ceiling. The Wilshire— of the mountains to give a feeling of depth. 


for Coulter's “Sew and Save” display, by of wall-board cutouts against a pastel blue 


John E. Cooke, display manager. The relief 
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world famous mannequins...now on the market 
again for the first time since the war...so breath- 
takingly different they have the power to create the 


display excitement instantly reflected in customer sales. 


Hleven SK. Godefrot . Refrresen lulina 
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—At the left and center, by Stuart Raymond 
. . . Below, by Claude Gardner— 


















































































One of these windows is seen in the third 
illustration, and another on page 74. 

A new high in impressionistic display was 
achieved in The May Company-Wilshire 
recent Cohama promotion, by Display 1)i- 
recor James G. Sewart. Abstract designs 
were cut from plastic and, combined with 
abstract figures cut from construction board 
and wood, were strung on wires as seen 
here. The mannequin was dressed in one 
of the Cohama colors, “Flamingo,” while 
the construction board and wooden designs 
featured the other colors included in the 
promotion. Instead of a conventional hat, 
a paper head treatment was used on the 
mannequin to further the overall abstract 
design. The wires were strung from the 
ceiling to the spotlight in the corner, which 
was the only illumination. <A plain pastel 
blue background completed the display. 

“Flower Fresh For You” was the theme 
used by Stuart Raymond for The Broad- 
way’s silk blouse promotion. A heavy silken 
rope, strung from the ceiling in huge loops, 
supported three bamboo straw baskets filled 
with artificial flowers which helped set the 
theme. On the grass-mat covered platform 
was a white handcart loaded with flowers 
The free ends of the silk rope were attached 
to the handcart. Six headless busts, which 
were used for the pastel silk blouses, had 
their bases covered with flowers, and the 
head forms featured flower arrangements 
for milady’s hair. 

Raymond tied his spring millinery dis- 
plays in with the much-publicized “Tom 
Brenneman-Hedda Hopper Hat Contest”. 
More than 50,000 hats were submitted to the 
board of judges, composed of noted millin- 
ery designers and, of course, Hedda Hopper 
and Tom Brenneman. Raymond selected 
the most suitable of the contest entries and 
used them in his displays. Some of the hats 
were displayed on a_ white construction 
board rack while others were strung on 
wires and distributed around the display. 
Even the mannequins wore contest hats. 
Photographs of Hedda Hopper and Tom 
Brenneman, a length of motion. picture film, 
and a card explaining the contest were also 
used on the rack. The papier mache gilt 
organ surrounded by Easter lilies and 
carrying the legend “Joyous Easter” com- 
pleted the desired over-all effect. 

The following displays are not illustrated: 
James G. Stewart, at The May Company- 
Wilshire, used fresh flowers in his Easter 
A plaster Easter bunny and three 
decorated to resemble 
candy, while a half-egg containing fresh 
carnations and ferns was suspended trom 


windows. 
plaster eggs were 


the ceiling by wires, which were concealed 
by ribbon. The floor, covered with salt, 
and the rose background aided in creating 
the desired mood. (Yes, the flowers had to 
be changed frequently !) 

Two different treatments of the same gen- 
eral type display were used by Display D1- 
rector John Cooke for Coulter's vard g ods 

In both displays the material was 
hung from 


displays. 
white, turned, wooden poles 
which were suspended from the ceiling by 
wires. Papier mache three-quarter figures 
were used in both windows, and appropriate 


[Continued on page 132] 
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Papier mache statuette for 







Papier mache mirror on heavy 
board. All handmade. millinery or jewelry display. 


64” x 28”. PF 123. I?” 2 22". FF 122. 


Something \EW 
in papier mache display units 


Vy dis- 
“Tom 
ntest”. 
to the 
millin- 
Topper 
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es and 
e hats 
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Combinations with natural cedar and 


‘e also 
1e gilt 


» and | foliage. Priced from $2.95 to $25.95. 


com- 


rated: 


JOBBER INQUIRIES INVITED. 


Papier mache owl 


ipany- 
Easter 
| three 
on natural cedar 


perch with ae ee a ee eee 
PACCO DISPLAY CO., 325 Broome St., New York 2, N. Y. 


Please send me photographs and 
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Store, Window and 
Display Lighting 


By C. M. CUTLER 
General Electric Company 


Cleveland 


"The service that lighting can give to the merchant we like to think of as the 
three A's of merchandising: Attraction, Appraisal, Atmosphere. ... All three 
are necessary with varying emphasis depending on the class of store, the 
kind of merchandise sold, the people to whom the store makes its appeal." 


thing in selling 


of using a well- 


EEING is 
That is another 
known merchandising slogan: The more 
more he buys. 


the biggest 
wa) 
the customer sees, the 
Wherever merchandise is bought and sold, 
quicker seeing, more comfortable seeing, 
results in added sales and in more efficient 
and profitable operation. 

The relationship of seeing to buying is 
really fundamental. Chain and_ variety 
stores have widely adopted open display and 
finger-tip merchandising: Everything with- 
in sight and touch. Other successful stores, 
selling both medium and high-priced mer- 
feature open displays, displays in 
and dramatic high-lighted feature 
items in niches, on pedestals, and in interior 


chandise, 


cases, 


show windows 

Keen analysts of sales techniques know 
that they are selling to eyes, and when Mrs. 
America goes shopping, she goes seeing. 


a visual exploration trip where 
eyes from display to 
and, of her pocketbook goes 
along. Although people vary in the use of 
their five i commonly thought 
that as much as 70 to 80 per cent of our buy- 
ing impressions come through our eyes. 
Displaymen use these facts to sell mer- 


She 1s on 
she follows het dis- 
play course, 


senses, it is 


through color, design, brightness 
lighting they make shoppers 
merchandise they want them to see 
and, to some extent, they direct them where 
Modern displaymen 


chandise ; 
and special 


see the 


they want them to go. 


are clever visual merchandisers; they find 
in modern light sources new tools for new 
display techniques dramatic highlights, 


modeling, color and brightness—which have 


plus values in getting the shoppers’ atten- 
tion 
Yes, seeing 1s certainly the biggest thing 


in selling, and lighting is the most impor- 


tant controllable factor in seeing. 


Southern 
April 


Address before the 
Conterence, Houston, 


Display Associa- 


. of goods By 


The service that lighting can give to the 
merchant we like to think of as the three 
A’s of merchandising: Attraction, Appraisal, 
Atmosphere. 

The completely visual-conditioned 
can not depend entirely on one of these. 
On the contrary, all three are necessary 
with varying emphasis, depending on the 
class of store, the kind of merchandise sold, 
and on the people to whom the store makes 
its appeal. 

Appraisal conditions that are correct re- 
veal the inherent qualities of merchandise, 
get quick and accurate buying 
build a clientele of satisfied customers, and 


store 


decisions, 


reduce returns. 

We can illustrate the point this way: On 
this card you can read a few lines with this 
amount ot light (demonstrating). With 
more light it begins to reveal lettering or 
copy you didn’t know was there. 

Now we will try the same thing on this 
piece of carpet. Under a low level you dis- 
cern the bolder shape of the pattern. More 
light reveals the smaller pattern. The 
quantity of light is very important. Then, 
too, the spectral quality of the light or the 
correct color is of major importance. Even 
small spectral character of 
the presently available “white” light must 
consideration. Until the advent 
of fluorescent lamps gave us precise control 
over color from abundant sources of light, 
few there were who recognized the true 
significance of this factor. 


differences in 


have your 


The effect of the various “whites” is not 
only important on the appearance of mer- 
chandise but also needs consideration in the 
decoration and appointments of the store. 
It is desirable to select the color in a scheme 
under the Fluorescent lamps 
give one a wider choice. 

The quality of lighting is another factor 
attention for the best appraisal 
that we mean the direction 


one chosen. 


requiring 


MAY, 1946 


and diffusion of the light. If we take this 
sample of material (demonstrating) whi 
represents the surface of a piece of fur 
ture, we see the character of surface by 
means of the illumination from a large area. 
If we use a single source from one direc- 
tion, such as a spotlight, the character of 
the surface is difficult to see because of re- 
flection. If the surface is matte finish, such 
as this, either diffused or directional light 
is satisfactory. We conclude that the right 
quality of lighting should be chosen for a 
particular kind of merchandise. 

For appraisal the three factors to keep 
in mind are: amount of light; quality of 
lighting, direction and diffusion; spectral 
quality of light. 

That is the first “A.” 

The second is Attraction. Merchants 
realize the sales value of attraction. It in- 
fluences their store location. They bid for 
it in their advertising and expect it of their 
signs, show windows and interior displays. 
Through attraction the merchant invites 
shoppers into his store, shows the various 
departments and the kind of goods sold, and 
directs their attention to new, timely, and 
high-profit items. 

Some of the factors may be illustrated 
First, we will assume we are looking 
into a store which has the same bright- 
ness all over it. As soon as this card, which 
is higher in brightness, is introduced your 
attention is directed to it. Eye-catching 
brightness draws the shopper's interest. If 
the background is the same brightness and 
the same color, the merchandise merges into 
it and no longer claims attention. For com- 
pelling contrast, high brightness is needed 
on the card or the background. 

When we turn to color for contrast, we 
gain control of spatial relations. A warm 
color advances, while a cooler one such as 
blue recedes, creating the illusion of great- 
er depth. 


Color does 


here. 


more than that. It heightens 
contrast, can be used to make colors of ob- 
jects displayed more vivid. 

Then modeling is another way of creating 
attraction. Take this millinery form (dem- 
onstrating). When lighted from the front, 
it appears flat and uninteresting. Light 
from above and at the side in higher bright- 
ness immediately introduces form. 

Perhaps the shadow is too dark. If so, 
we soften it with a little more light from 
below. 
with more 
introduc- 


Again, we want the setting 
interest with appealing color by 
ing it on the background. 

The same treatment in modeling this 
piece of pottery attracts attention to it 

For attraction all the factors to keep in 
mind are: Eye-catching brightness; com- 
pelling background; modeling; 
emphasis; appealing color; animation. 

That is the second “A.” 

The third of the three A’s is Atmosphere. 
\tmosphere of a store gives those who enter 
both a snapshot and a time-exposure picture 
of its desirability as a place to shop. The 
quick-glimpse impression is important in 
getting them to come in. The results of the 
time exposure largely determine how long 
they and whether or not they want 
to return. 

Atmosphere in lighting is obtained by de- 

[Continued on page 118] 
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display creations % 





S into 
com- 


eeded 


t, we 

warm 

ch as 

xreat- *(The Symbol of Our Trademark) 
rhtens 


»f ob- 


-ating Our new Fall line is out—as always with some- 
‘dem- 
front, thing new to offer... something better. Now, 
Light 
right- introducing Plush-flex, a flexible leather-like 


If so, flocked material, truly superior to any floor- 


x 
Bie Our Christmas line will be ready for 


ing. Other new items are Sno-flex, Cork New York Market Week (June 24 to 29). 


more 


oduc- paper, Metal cloth. Ask your dealer for the We will be represented in the Hotel 


this Gustave Rubner line. New Yorker, room 646. 
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eling; SE fang 
HERE ARE JUST A FEW OF Goon. OUTSTANDING DISTRIBUTORS 


disploy creations 
yhere. C 

enter 
icture Member 

he SYLVAN COHEN DISPLAYS JAS. A. COLE CO. GARRISON WAGNER CO. SaTIONAL asseciatios 

nt in San Francisco, Cal. New York St. Louis papesecnscacthexsinn sec 
yf the ) { 

long DAZIAN’S, INC. MAHARAM FABRIC CORP. : 
want New York, Chicago, San Francisco New York, Chicago, Los Angeles 


\ le- MARCUS WINDOW DISPLAY SERVICE, INC. PRoseEssIve MERCRAARISE 
GUSTAVE RUBNER, INC. Boston, Mass. 
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Geared with a total of over 300 years combined ex- 


 e. * 
Ar 


ERNIE H. MEIER 











perience in the Display Field, our organization and fa- 






cilities enable us to produce the line of Quality Display 






Property so much in demand for today's program of 






visual merchandising. 







© ARTIFICIAL FLOWERS 
Newer Design ¢ DECORATIVE WINDOW SETTINGS Otic Managemen 
| e INTERIOR STORE DECORATIONS 
© WOOD & PLASTIC FIXTURES 
@ MACHE & COMPOSITION NOVELTIES 
e PROMOTIONAL GADGETS 


e DECORATIVE PAPER & BACKGROUND 
MATERIALS 


JANET SMITH ELDON KEIDD 










Forelady Flower Dept Designer 





Specialists in each department strive to achieve per 






Fe 







fection in every detail, so necessary in producing Quali 





ty and Beauty at its best. 








Our past 20 months has been a period of 





phenominal growth. Thanks to our cus- 








tomers and suppliers as well as our own 
staff. 










eo ‘ ‘ y 
TU E oa”, 


STANLEY FORCELL 
Mgr. Woodworking Dept 





HARRY TYDA 


n the future as in tt shall stri 
In the tuture as in the past, we shall strive ses: Poth Shi 


for the ultimate in service and quality. 


wah heh 





| c A . fe) av-w-8 


JOHN PAPPAS DOMINIC FILOMENO 


Andover 2662 159-171 No. Michigan Ave. Mgr. Shipping Dept. 
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experience plus facilities 













3RD FLOOR 
Flower Assembly Dept. 









7TH FLOOR 


Flower Manufacturing 
Dept. 





3RD FLOOR 
Display Showroom 







2 Ae ae 





7TH FLOOR 
Woodworking Dept. 


7TH FLOOR 
Finishing Dept. 


Pd 
\ 


3RD FLOOR 
Shipping Dept. 


x 
x 
. 
4 
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e Preview of Christmas in our showroom June 20th. 
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Is “Creative Artist” Wronged 
When Display Uses His Style? 


Several weeks ago the display firm ot 
Leuer & Co., New York City, de 


signed and created some display settings for 


James 


Jay Thorpe, of the same city, with back 
ground panels done in the style ot Artist 
Stuart Davis. The displays were promptly 


attacked by James Johnson Sweeney, di 


rector of the 


department of painting and 


Modern Art, in a 


store on the 


sculpture, Museum ot 


letter to the president ot the 


ground that “a house of the standing of Jay 


Thorpe should not condone the employment 


if such material without the artist’s per- 


mission 
(Since the styles of many artists have been 

ised at various times in display, the follow 

correspondence between 


We exchange Ol 


Gerald Wea 


Sweeney, and. the 


therly of the display firm, James 
himself affords in 
Weath- 


partner 


artist 


teresting 


viewpoints on the subject 


erly, in addition to being a general 


in the display firmeand its general counsel, 


} 


as practised law for nine years and is a 


member of the Bars of the Supreme Court 


of the United States, of Texas, and of other 


Federal courts Ed.) 
\pril 2, 1946 
Mr. James Johnson Sweeney 
Museum of Modern Art 
New York 19, N. Y 


My dear Mr. Sweeney 


ESTERDAY we learned, to our great 
surprise, that in a letter by Miss 
Sarah Newmeyer the Museum of Mod- 
ern Art had complained to Jay Thorpe, Inc., 


24 West 57th street, about a window dis- 
play we made for them a week or so ago, 
designed and created by our James Leuer. 


Miss Newmeyer complains because the dis- 


ylav was done atter the manner of some 
paintings by Mr. Stuart Davis; and she 
says he and, I believe, Mrs. Harry Payne 
Whitney are likewise incensed. We under- 
stand that there is no suggestion that our 
work was not done well and artistically; 


but, since we consider the complaint to be 
perhaps ill-advised and inimical to the true 
interests of art, we think we ought not to 
let it go unanswered. 

We understand the 
grounds; so on 
that the paintings 


Leuer’s creations were seen by 


was not 
that 
which in 


complaint 
on legalistic score 
we say only 
spired Mr. 

him in popular magazines, as well as in the 
Museum, and hence they are, as we lawyers 
say, “in the public domain”; that no picture 
was actually copied; that our media (plas- 
ter, fabric, and wire) differed essentials 
from the oil and canvas of Mr. Davis’ paint- 
and that consequently we feel sure no 
right We feel equally 
sure that neither good taste nor propriety 


ings; 


has been violated. 


was violated. And we submit for your con- 


sideration, in a spirit of pleasant controver- 
sy, the following views and authorities that 
support us. 

An avalanche ot reports, 
and articles, including “Art in Progress” 
(published by the Museum in 1944), evidence 
what Thomas Munro, curator of the Cleve- 
land Museum of Art, “Art in American Life 
and Education,” (40th Yearbook of the Na- 
tional Society for the Study of Education, 
1940) speaks of (p. 17) as the modern “eag- 
erness to make art function in the lives of 
the policy, endorsed by his 


books, surveys 


common men”: 
committee, “of 
to the useful, 
art, and of avoiding the narrow, 
snobbishness of the ‘fine art’ tradition in 
the past” (Ib. p. 17)—“the broader 
art,’ whereby it is “commonly taken to in- 
clude at least certain finer examples of in- 
dustrial, other 
arts: (ib. ‘p. 10). 

These universal trends of modern thought, 
these modern 
say, have lately and frequently been applied 


according more recognition 
everyday manifestations of 


genteel 


V 1¢ W of 


commercial, and practical 


accepted doctrines, we may 
in our particular field of art, the field of 
window display, and in just the man 
ner as that in whichywe. used Mr. Davis’ ideas 
This is proved by “Modern Art In Display,” 
[Continued on page 128] 


same 


—This is one of the group of displays to which the Museum of Modern Art took exception because “the work of a creative artist was adapted for com- 
mercial purposes without permission." 


The displays were created by James Lever & Co., New York City, for Jay Thorpe's— 
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DISPLAY WORLD 


The Designers Page 


By A. EUGENE CLAUSSEN, Art Director, 
J. Rogers Flannery Jr. & Associates, Pittsburgh 


These timely display ideas for summer can be used for any type of merchandise pertaining to the 
season. The size may vary; they could be reproduced in miniature as well as for full size windows. 


Parts or all of these ideas can easily be used as interior spot displays. 


The background of this window is covered with yellow 
seamless paper. The cloud effect on the background 
is hand striped in white. The pier on the left side of 
the window can be built with | x 4-inch natural color 
boards supported by white cardboard tubes. "Blurb" 
to the right is cut out of wallboard, mounted on a 
| x 2-inch wood frame and is covered with grass 
matting. 


The flag is cut out of red paper with the numeral 
done in white, while the flag staff is a wood dowel, 
painted red. The large sign post in the foreground 
is placed directly against the window glass. Uprights 
may be | x 4-inch wood boards left in natural color 
and the small pointing signs may be wallboard painted 
white. The copy on these is hand-lettered in red. 


The large map at the top is cut out of wallboard, 
mounted on a | x 2-inch wood frame. The map is 
painted a light blue with copy hand-lettered in dark 
blue. Edge of the map is painted red. The deep, 
awning valance is in shades of light gray and dark 


red. 


Spotlights may be used directly in back of this sign 
post and behind the awning valance. 


The background of this window is covered with coral 
colored paper, and the blurb shape on the back- 
ground is painted white with a dark outline color of 


dark blue. 


The cabana on the background can be built in third 
dimension with dark blue wood dowels, on top of 


Rad — which are wallboard cut-out sea gulls painted white. 
ree The roof can be cut out of wallboard, painted a deep 
oe yellow and the striped effect covering in white and 
i “a < light yellow. 
Se wa = & ae | 
GO | 


Diving board can be made of wallboard, mounted on 

a | x 2-inch wood frame and cut out in the shape 

j shown, fastened to the background. It extends to 
within a few inches of the window glass. This diving 
board is painted a light tan. An actual life preserver 
may be used as shown on the left, or it may be a 
wallboard cut-out with a series of small white card- 
board tubes bound together with rope on which is 
fastened a light yellow sign with copy hand-lettered 
in dark blue. 


\ 


tig: 


Sedtorrath secre tigsh oie 5s 


GETINTHE 


The awning valance should be in tones of light gray 
and coral. The wave effect shown at the bottom of 
the window and next to the window glass is cut out 
of wallboard and painted light blue. 
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Presents 


an interesting line of quality manne- 
quins to meet the requirement of 
discriminating displaymen and re- 


tailers. 


LAODTES' 
MISSES' 
JUNIORS' 
and 
CHILDREN'S 
MODELS 


RIGID 
and 
FLEXIBLE 
6 a 


Write for photos 
fofavo mbit) iim lahielasatonatona 


mannequin corp. 


ORIGINAL CREATORS OF 
DISTINCTIVE MANNEQUINS 


31-33 Walker St. New York City 13 
Tel. WOrth 4-5251 
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—The 13 basic “cycloramic" units. Their great 
advantage is the unlimited variety of fixtures 
into which they can be assembled and the dif- 
ferent types of merchandise for which they 
can be used. .. . Below, five pieces combined 

for a shoe 


stand— 





Interchangeable Fixtures Introduced 


“eé 


YCLORAMIC 


Piser, 


what Al 
Melville 


Shoe Corporation, calls the principle 


Design” is 
display director of 
involved in his display fixtures which are 
attracting much attention at the newly- 
John Ward shoe store at 17 Cort- 
landt street, New York City. The lines of 
units are curved, their per- 
heightened by the fact that they 
were cut from blocks of plastic 2! 
thick, said to be the first time plastic ot 
such thickness ever was used for this pur- 


opened 


these display 
spec tive 


inches 


pose. The columns and cylinders in Piser’s 
windows owe their inspiration to a book on 
engineering drawing, although it was not 
for some time that the creator himself real- 
ized the source of his idea 

says, “You don't 


“In display work,” he 


create something new. You suddenly see in 
a different light something you've been look 
ing at all your lite, or perhaps something 
vou saw 10 years ago has been in yout 
mind waiting to be used, and you adapt it 
to vour need. 

Phat was how the “cycloramic” fixtures 
were born. One of Piser’s assistants in the 
Melville 
ment, an enginecring 


his textbooks in_ the 


Shoe Corporation display depart 


student, had one ot 
studio. The display 


director casually looked over the drawings 


of cylinders, pistons, pawl carriers and 
other devices dear to. the heart of the 
engineer. The arti$t found the patterns of 
lines and curves pleasing, but soon put the 


book down and forgot it 
He was immersed in work on the new 


John \\ ard store, 


tinct departure 


whose design was a dis 
from the traditional. Ray- 


mond Loewy Associates, creators of the 


W Or Id 


planned a_ clean-cut, 


Fair's trylon and_ perisphere, had 


modern 


store, and 


Piser’s aim to originate shoe and 
stands that would be in the same 


it was 
hosiery 
mood. 

Many sketches were made and rejected, 
until finally he produced drawings he 
thought struck the right note. Models were 
made in wood, and then Piser knew he was 
on the right track—and realized that the 
sketches were derived from the engineering 
drawings he had all but forgotten. 

It was decided that the designs should be 
interpreted in clear plastic for modern feel- 
ing, and that at the same time they should 
be heavy and solid and masculine-looking. 

The fixtures basic units 
which can be assembled in a variety of 
combinations limited only by the imagina- 
tion of the The largest, which 
looks like an enormous crystal pendant, is 
14 inches long and_= 10 
there are 
1'4 inches to 13 inches long, and 3 to 4 
inches in diameter. 


consist of 13 


displayman. 
inches wide, and 
rods and washer-like pieces from 


For the key piece, Piser 
and his assistants merely took some liber- 
ties with the pawl carrier drawing. 

Piser began his career as a shoe sales- 
oldest 
York and subsequently took 
Melville Shoe Corporation in 
one of its John Ward stores, one in which 


man in one of the men's apparel 
stores in New 
a job with 
the manager jealously guarded his window 
displays from all’ hands but his own. So 
course of events, Piser was 


promoted to 


when, in. the 
transferred to another store, 


assistant manager, and told he was in 
charge of the store’s eight windows, he was 
panic-stricken. 

\t first it took him an average of seven 
lo one window, but with more and 
whittled it down to 45 


[Continued on page 112] 


hours to ¢ 


more experience he 











=|The Answet.... 


TO ONE OF YOUR MAJOR 
DISPLAY PROBLEMS! 


“Pattee’s” 


MAN-ALEEIT 


to clean your mannequins 


e@ MANI-KLEEN is the only cleaner manufactured exclusively for fixtures. 
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A 


a 


MANI-KLEEN removes finger marks, dirt, grease, factory smoke, etc., 
from Mannequins and Display Fixtures. It is easier, faster and better 
than you ever imagined. 


e@ MANI-KLEEN contains no soap, abrasive, caustic or acid. It leaves no 
dirt catching film and will not dull or mar the most lustrous painted or 
enameled surface. Dampen a cloth with MANI-KLEEN, wipe the surface 
and the dirt disappears .. . Presto . . . and you have a sparkling clean 
fixture. 

e@ MANI-KLEEN is SAFE... MANI-KLEEN is THOROUGH . . . MANI- 
KLEEN is GUARANTEED, and costs only $1.25 per quart. 


e@ Order your MANI-KLEEN today from your local Distributor listed below 


. . any amount you wish .. . a quart or a case. 








Tore setae ge ages i ceion Ise 





@ EXCLUSIVE AGENTS 


CALIFORNIA IOWA MISSOURI OREGON 
Fred Williams, 128 N. Valley St., Bur- George Kucharo, 3411 Clark St.. Des Harvey J. Maxwell Co., 913 Main St., Benedict’s Display Equipment, Sherlock 
— , ee ster 113 E. ley i Moines; Kesl Displays, 920 Walnut St., Kansas City; Garrison & Wagner Co., Bldg., Portland 4. 
weles; Carrata Company, 50 S. Los Ss = a7 age : i 
Angeles St., Los Piso Carr Paper Co., os: Sakae. 1627 Locust St., St. Louis. PENNSYLVANIA 
“y W. Holt noha Pomona; oe KENTUCKY NEW JERSEY Archway Supply Co., 616-618 Arch St., 
3 “Os, 579 arket St., San Francisco; oe , : : . <9 S Et Trenton Display Service, Cor. Front & Philadelphia; DeWeese Display Equipment 
Pan Markham Mannequins, 833 Market ig a Supplies, 520 S. Fifth Warren, Trenton; Display Center, 889 Co.. 132 Seventh St., Pittsburgh; Art Cohen, 
'., San Francisco. 7 : Broad St., Newark. 810 Penn Ave., Pittsburgh; Alpern’s Display 
iw : ’ Equipment Co., 134 Ninth St., Pittsburgh; 
Pca tg og Colscade Biden D MARYLAND NEW YORK Colony Display Co., Pittsburg; Harry C. 
ple s, 4 ‘olorado dg., Denver. ees ; : - : i. : 
Natt Levy, 5 So. Hanover St., Baltimore. Nat Siegel, 39 West 37th St., New York; Cohen, 5219 Centre Ave., Pittsburgh; Arti- 
CONNECTICUT Angerman Co. Inc., 519 Eighth Ave., New ficial Flowers of Pittsburgh, 3242 Beech- 
L. F. Dittmar, 174 Crestwood Road, Fair- MASSACHUSETTS York: Modern Manikin, 97 Sixth Ave., wood Blvd.. Pittsburgh. 
field Creative Display Co., 54 Church : ‘ : - New York; Displayland, 117 West 3lst St., ee eh 
M.. Hartford; Fren-Zee Store Equipment Eastern Displays Inc., 51 Kneeland St. New York; Irving Braverman, 11 West TENNESSEE 
Co., 223 Orange St., New Haven. Boston; New England Decorators Supply, 29th St., New York; Display Equipment Wray Williams Display Co., 20 So. Second 
GEORGIA 262 Devonshire St., Boston. Corp., 147 West 37th St., New York; St., Memphis; Nelly Hartwell & Co., 324 
; i : . Merriam Display Supply Studio, 206 So. Public Square, Nashville; Kent & Me- 
Segalls Service, 109 Drayton St., Savannah. MICHIGAN State St.. Svracuse. Donald, Maxwell House Hotel, Nashville. 
ILLINOIS The Art Products Co., 1016 LaFayette NORTH CORALINA UTAH 
Fixture Mart, 314 W. Jackson Blvd., Chi- Bldg., Detroit; Display Creations, 1332 ; ' 
Cage The Hecht Fixture Co., 212 Frank- Broadway, Detroit; Paul Stekette & Sons, Southern Display Centers, 120 Se. Poplar Newell Cotterall Co., 128 Regent St., Salt 
lin st.. Chieago.; Carson, Pirie Scott & Grand Rapids. St., Charlotte. Lake City. 
Co.. State, Madison & Monroe Sts., Chi- OHIO WASHINGTON 
cage Ss » sple 8 vance 
Wa bang gaa sere eer MINNESOTA General Display Corp., 140 West 4th St., Champion Display Materials Co., 1417 
L. E. Hier Display Equipment Co., 9% Cincinnati; Capppel & Bush Display Co., Fourth Ave., Seattle. 
INDIANA North Fourth St., Minneapolis; Shur-Nuff 2163 Central Ave., Cincinnati; Standard : 
R Minear Display Co., 216 Joseph St., Display Materials, 20 North Sixth St., Displays, 1370 West 6th St., Cleveland; CANADA 
M t Minneapolis. LeRoy W. Fryman, Keith Blvd., Dayton. Displays Unlimited, Winnipeg. 


EXCLUSIVE AGENT 


CARRATA COMPANY, 1150-1152 So. Los Angeles St., Los Angeles 15, Calif. 
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—Immediately above, one of 12 displays used by Ted Solomon, A. Harris & Co., Dallas, featuring "Coffee Colors." ... At the right, by Sol Kamensky, 
J. A. Kirven Company, Columbus, Ga., for “Heavenly Glow’ cosmetics— 


OR a promotion of “Coffee Colors” by 


A. Harris & Co., Dallas, Display 

Director Ted Solomon used as a slo- 

gan “Texas Loves Coffee’ and based a 

e e ad series of 12 windows around the theme 


Properties consisted of sacks of coffee, each 
weighing 100 pounds, from various Central 


and South American countries. \ntique 
coffee mills were collected for use as shown 
a re a Nn a re a small one beside the coffee sack and a 


large one suspended at an angle near th 
top of the display. 

Immediately above is a display described 
by Sol Kamensky, J. A. Kirven Company, 


—Below is one of six displays based on ‘Fashion Takes Its Cue from Modern Art,"' by James : : 
Columbus, Ga., as “one of the loveliest and 


Buchanan, The August W. Smith Company, Spartanburg, S. C. The painting is Picasso's ‘Two ce 2 
Acrobats with a Dog'’'— most exciting things we have ever done. 
The display was used in connection with a 


+OPPe ? F F vn Pe promotion on Helena Rubinstein’s ‘“Hea- 
: ~ ie a ' ‘ ay , venly Glow” make-up and was extremely 
= ‘ * Jy y simple. White China silk, Easter lilies, and 

Sivety 4 me Sad gold satin pillows were the principal prop- 
erties, supplemented by a papier mache 
Directoire candelabra. 

The painting “Two Acrobats with a Dog’, 
done by Pablo Picasso during his “blue 
period” set the mood and theme for the 
display at the left. Done by James 
Buchanan, The August W. Smith Company, 
Spartanburg, S. C., the apparel picked up 
the blue, blue-green and deep pink from 
the picture. A small card in each of the 
six windows making up this series of dis- 























plays based on modern paintings gave 1!- 
formation on the particular picture shown, 


the name of the artist, when painted, and 
the 





the owner. Backgrounds for all of 
windows were in neutral gray. Other paint- 
ings used for the group of windows it 
cluded: “Pierrot”, by Roualt, and Romero's 
“Marionette”. All paintings were repro- 
duced in the store’s own display departmen' 
and kept to the size of the originals 4 
nearly as possible. Lighting for the si 
windows was subdued, with the figures ane 
paintings picked out with spotlightin 
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You'll Get Plenty of beetle 


WHEN YOU WEslit 2S AT 


NEW YORK 


mai Display Market Week 


eacl 
ntral JUNE 24-28 
tique 
1OWN 
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ribed 

pan) : ; : 

t and The Personality Mannequins That Have Given 
ag Fashion Displays Gayety, Interest and Action. 
wn a 

‘Hea Manufactured and Sold By— Also Sold By— 


mel) 


and DURABLE DISPLAYS ,--Inc. mt STEGEL, tee. 
“ 2010 S. HALSTED ST. CHICAGO 8, ILL. 39 W. 37th ST. NEW YORK, N. Y. 
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By JACK POLLARI 
Madigan Brothers, Chicago 


STRIKING display was used by Ray array of windows, pacing his settings with reality was an enlarged hat box ga 
Bianchi, Goldblatt’s, for a “Bachelor these imaginative words: “Next Perform- — striped and festooned with paper roses. The 
Carnation” window featuring Rev- ance Easter! \n all-junior show, featur- rabbit magician at the left of this display 
lon’s new popular shade by that name. A ing the magic of gay young dresses”. The was in the act of a spectacular shuffle of 
huge padded black satin lapel set on a circus type decor was in abstract treatment. playing cards. Another window by Schlade- 
diagonal was a focal point, with white The arched gateway suggested an entrance man (not shown) showed a woman being 
drapes in the rear bringing this lapel out in to the carnival, and this was enlivened with sawed in half. This particular window tfea- 
bold relief. The large opera hat you see bright paper roses. The floor was appro- tured shoes and hats. Appropriately, the 
(first illustration) is satin covered; this priately sawdust-covered. Notice the tur- exposed head had an Easter hat on it—the 
acted as a fixture for the merchandise, tilt- baned magician rabbit to the left, going feet, a very smart pair of shoes. 
ing forward just enough so the nail polish through his act. J. R. Cooper, display director at Mandel’s, 
and rouge are easily discernible. A large \nother window by Schlademan featured achieved an unusual effect just by hanging 
feminine hand, with a cane, gave this win millinery as though in a tableau, but in accessories from the ceiling, as shown in the 
dow the proper movement. The sign to the ; \ fourth picture. Plastic rings and shoe stands 
left read: “Revlon’s Bachelor Carnation . . —The display at the — left is by Ray were nail to these suspended ribbons 
Bianchi, Goldblatt's . . . Upper right, by Reed A 
a lovely, blushing, gorgeous color plucked Saldndeman: The Pele Stes .. . Sener so that the merchandise appeared natural, 
straight from the heart of his pet carnation and right, by J. R. Cooper, Mandel's .. . without any apparent distortion. The rib- 
Reed Schlademan, display director for The (All photographs by courtesy of F. A. Kuehn bons, as well as the fashions, were in vari- 
Fair Store, heralded Easter with a very gay & Co., Chicago.) — ous colors. A Grecian figure perched on a 
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Hotel New Yorker, New York 
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New York Market Week 
June 22nd to 28th 


GRANT & SILVERS, inc. 


OF CALIFORNIA 


“Greeters” 


VIC. GRANT 
"AL" SMITH 


C. &. BURT DECORATIVE AND FIXTURE DESIGNERS & MFG. 
“The Trio” TO AMERICA'S FINEST STORES 




















GRANT & SILVERS, INC., LOS ANGELES, U. S. A. 
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—At the left, by Ray Bianchi, Goldblatt's 

Center, by M. Kutil, Morris B. Sachs Company 

Below, by J. W. Campbell, Carson Pirie 
Scott & Co.— 














































papier mache tree stump gave the window 
a touch of spring. The key border vou see 
at the left was air-brushed on the plate 
elass in olive green. 


\nother excellent) window by Cooper 
highlights a big Hindu idol made of papier 
mache to promote Tina Leser’s “White 





Creations”. Notice how the realistic water 
color striping gave the idol the appearance H 
of age. Actual moss was used on the floor. 4 
The foliage to the right of the figure was 
an actual rubber plant. The background 
curtain was gray, and the mottled scroll 
read: “Tina Leser’s Dhoti Dinner Dress 

Draped in the Manner of the Hindu Field At} 
Worker”. ag 

Another display by Cooper (not shown) 
plays up dramatic lighting on a_ branched 
tree chandelier, throwing a dainty filigree 
shadow pattern on the background. Ribbons aE 
draped from the ceiling to the chandelier 
and then on to the floor brought the eye 
to the message on the card, which called 
attention to the fact that the merchandise ; 
was from Chicago tashion industries. A hay 
pressed wood “blob” on the floor pulled the iF 
whole picture together, while a branch be- 
hind the card matched the chandelier. Small 
flowers attached to the branches were all iif 
hand-made roses in various colors to match HP} 
the color theme. 

Ray Bianchi, Goldblatt’s, provided real 
drama with his cloud formations for an 
Kaster hat series as seen at the top oi this 
page. Millinery heads appeared to be 
emerging out of clouds in various poses to 
show off the details of the headgear. Each 
window setting was done in a_ different 
color of spun glass fluffed over moulded 


acon temttein te 


St te eee 


chicken wire and lighted by eight spotlights ; 
in rose, yellow, cream, light blue, and light tf 
fueshia. The large scroll to the left read: at 
“Sky-High in Fashion on Ethereally Lovely ‘ab: 
Hats”. Hit 
“The arrival of Spring breathes fashions i} 

in the ethereal mood” was the copy used by 
M. Kutil, display director for Morris B. 1 
Sachs on the South Side. A Victorian fig- aE 
ure emerging from a tree trunk emphasized ar: 
this point very nicely. She was clad in gay a 
colors of purple, magenta and pink. A bit ei 
of spring whimsy was achieved by a curious pik 
rabbit peeking out of the tree trunk amidst pi 
the mushrooms and fern. The robin, on 4 ' My 
nest-like hat on the head of the figure, com- pi itd 
pleted the unusual spring picture. The back- H 
ground was a pale green, the merchandise ( 
; 


spring black. 

Kutil also used a large ornate papier 
mache chiffonier among potted asparagus 
fern as his piece de resistance for an Easter 
showing; this was hand painted in light 
pastels. A drawer stood open and was used 
as part of a blouse unit. A white papier 
mache rabbit in frills in the act of opening 
the drawer provided the activating note. 
The card cleverly read: “With Spring as a 
State of Mind, Can Easter be Far Behind? 

J. W. Campbell, display director at Caf 
son's, created a stunningly beautiful wif- 
dow of a bride, as seen here. He used only 
one figure, dramatically perched on a large 
[Continued on page 112] 
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Hand-woven crushed 


BAMBOO MAT 


A STRONG, LIGHTWEIGHT, SELECTED 
structural material of unusual texture. 
Washable finish. Good big sheets that adapt 
easily as backgrounds, flooring, dividers. 
Send for samples. 3%’ x 5%’ mat $3.95. 


j YUCCA POLES 










Give high dramatic 
4 lines to your win- 
dows! Light weight, 


durable. i” t 8s” 
diameters. Prompt 
delivery. 3” diameter 
and over 6 ft. high, 
each $2.40. 








wal WRITE FOR 
NEW CATALOGUE 


Teopicrarr 


535 Sutter St., San Francisco 2, Calif. 

















VO le 
chebea 3-472¢ 
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SDA CONFERENCE SETS 
NEW STANDARDS 


[Continued from page 47] 


period of at least two years before produc- 
tion will equal demand, Stack warned the 
delegates that from four to six 
months must be anticipated on orders for 
air brush equipment. 


delays of 


The remainder of the afternoon was given 
Lolita Staines, Vandever Dry 
Goods Company, Tulsa, third vice-president 
of the SDA, and to her staff made up of 
engaged in display. <A [ 
window demonstrations was the result, par- 
ticipated in by Suzie Kuhn, Sears, Roebuck 
& Co., Shreveport; Thelma Malloy, Neiman- 
Marcus Company; Lolita Nelson, Maison- 
Blanche Company, and Marian Wilkinson, 


over to 


women series of 


The Boston Store, Fayetteville, Ark. 
The annual election of SDA officers and 
directors was held immediately after the 


Frank Vermilye, as 
noted above, was elected president. R. J. 


program’s conclusion. 


Patterson was named first vice-president 
and Lolita Staines second vice-president, 
while Charles Merrill, Godchaux’s, New 
Orleans, was elected third vice-president. 
John E. Dial, Godchaux’s, Baton Rouge, 
was made secretary-treasurer of the asso- 
ciation. R. K. Pugh, formerly first vice- 


president of the SDA, was elected chairman 
of the board and was also named publicity 
director. 
of the Southern states, will be listed in the 
next DISPLAY WORLD. 

No programs were planned for Wednes- 
day, April 24, this day being set aside for 
inspection of the various manufacturers’ 


Sixteen directors, one from each 


issue ot 


displays. 

Thursday morning was turned over to the 
International Association of Display, with 
the program being arranged by Joseph 
\polinsky, Loveman, Joseph & Loeb, Birm- 
The first was Carl V. 
Haecker, assistant sales promotion manager, 
W. T. Grant New York City, 


who said: 


ingham. speaker 


Company, 


“In the past few days you have listened 
wisdom with 
ences to display, its purpose, its function, 
its results. You heard how display 
has been up and down, where it is destined 
tail ‘or 


to profound words of refer- 


have 
to end and where you or I succeed. 

“As we understand it this part of this so 
far excellent convention (both from the way 
and handled and from 
what it has and will accomplish) is to deal 
cold, hard proven 
With that in mind we have put together a 
quick program reviewing what goes on be- 
hind the a chain sales promotion 
department. We believe it is simple, factual, 
to the point and can be applied to any and 
all kinds of retailing. It is not 


it was organized 


with a few and facts. 


scenes of 


a cure-all, 


it is not necessarily the answer to your 
specific problem, but it is a plan that works. 
The subject we have chosen for this dis- 
cussion is, “Bringing the Customer to the 


Merchandise’. 
“What is 


keting 


‘Retail Mar- 
says: ‘In its 


sales promotion? 


and Merchandising’ 
promotion embraces 
promote the 
Sales promotion in the more 


narrow sense consists of sales planning and 


broadest sense, sales 


all activities which sales oft 


merchandise. 


various ways of encouraging customers to 


a 
o 
POOdS 


buy 


MAY, 1946 


“We like to say it is a plan of selling at 
retail merchandise that folks need or want, 
or both, at and com- 
petitive prices, that will give the owner of 
the store a reasonable profit. 


reasonable, sensible, 


“Your definition may be something else 
but we believe that four fundamental 
must be taken if we are to get the most out 
of distribution. 

“Step. I. Aggressive Merchandise Prep- 
aration. Step Il. Aggressive Advertising, 
Step III. Aggressive Window Display. Step 
IV. Aggressive Interior Display. 


steps 


“There it is, as simple as A-B-C. But 
one step alone is insufficient and leaves sales 
promotion groggy and sales lagging. 

“American business and business men ex- 
pect from us a sensible, logical, coordinated 
plan of accomplishing economical distribu- 
tion and only those of us who contribute 
have a right to expect rightful recognition 
for an assignment well done. 

“Display is only one step. That isn't 
enough. We must learn and know all four 
steps always. It is the only successful way 
out. Display is a means to an end, and that 
end result is sales—sales that keep on in- 
creasing production of food, clothing and 
shelter and that contribute to the economic 
welfare of the consumer; for it is the ulti- 
mate consumer who keeps the wheels of in- 
dustry turning and the nation at its best.” 

Haecker’s talk was followed by short dis- 
cussions of different phases of display by 
the tollowing: Sol Kamensky, Kirven’'s 
Columbus, Ga. (department store display); 
Donald D. Kester, Rothschild’s, Kansas City 
(men’s wear); Donald E. 
Jacksonville, Fla. (specialty store displays); 


Springer, Levy's, 


John R. Sims, Harzfeld’s, Kansas City 
(specialty stores), and John Nichols, The 
Higbee Company, Cleveland (interior dis- 


play). Space limitations do not permit their 
publication in full here, but several of these 
talks will be 


issues. 


given in detail in succeeding 


On Thursday night an overflow crowd 
poured into the Rice hotel ballroom for the 
annual banquet, more than 600 being present. 
The entertainment opened with songs by a 
sailor chorus, and dancing followed the 
meal. 

Friday morning the principal speaker was 
Verne H. Jones, manager of the store plan- 
ning and display department, Goodyear Tire 
& Rubber Company, Akron, who discussed 
the relationship of display with both retail- 
ers and manufacturers. 

During the concluding afternoon a num- 
ber of members of the Texas distributive 
education program talked briefly, following 
which display students from various South- 
ern cities presented display demonstrations 


Among the former were John B. Pope, 
M. A. Browning, Brice Cecil, Plasco ©. 
Moore and W. E. Moreland. 

Members of the SDA Ladies Auxiliary 


were kept busy entertaining feminine guests 
during the Conference, but found time out 
to elect the following officers : president, 
Mrs. Burghard; first 
Mrs. Everett Booth, Memphis; second vice- 
president, Mrs. John Stiff, Little Rock; 
secretary-treasurer, Mrs. Dorothy Paxton 
Mrs. Charles Jarrell. 
Shreveport, was named chairman ‘ the 
board and placed in charge of publicit 


Gus vice-pre sident. 


Ciiese, Houston. 
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A over America, retailers are continuing to devote 
their time and special talents to the important job of 
promoting, selling and buying U.S. Savings Bonds. 
They know that every minute of radio time and every 
line of advertising space devoted to bonds is a safeguard 
for stability. They know, too, that every window or 
store display is an attention-attracting stimulus toward 
greater “take home savings” in bonds—money that is 
kept within the community to help assure its future pros- 
perity and purchasing power. 


In small-village stores and in big-city department 
stores, there’s still a big selling job to be done on U.S. 
Savings Bonds—and retailers are doing it now with the 
same vigor and skillful support that set billion-dollar 
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records in War Bond Sales and helped to make Victory 
a reality. See your selling job through on U. S. Savings 
Bonds . . . maintain your share 
in America’s future! 


The Treasury Department has 
published two new booklets to 
help you and your employees 
realize full benefit from your 





Payroll Savings Plan. “Peacetime Payroll Savings Plan” 
is directed to key executives and contains helpful sugges- 
tions on how to organize and promote the sale of U. S. 
Savings Bonds. “This Time It’s For You,” for distribu- 
tion to your employees, shows how the Plan works, how 
to select desired goals, and how much to set aside to 
achieve them. 


The Treasury Department acknowledges with appreciation the publication of this message by 
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This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and Advertising Council 
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Well-Known Factors 
Form New Firm 


A, s * F { th | Sherman, Weir, Inc., a new firm of dis 
HL wuitalion GL re} | play manufacturers, has opened at 209 East 

26th street, New York City. The four men 
bers of the firm, Irving Sherman, Maurice 
Weir, Tom Hanlon and Morris Draullick, 
are well known in the display field. 

Irving Sherman was art director and a 
partner of Staples-Smith for the past five 
vears. He resigned January 1, 1946. Maurice 
Weir, recently returned from overseas duty 
with the U.S. Army Air Forces, prior to en- 
listing in the army in 1942 was a member of 
the firm of Price & Weir, industrial design- 
ers. He was featured by Lord & Taylor 
as an American designer. 

Tom Hanlon, honorably discharged from 
the U.S. Army Air Force the latter part of 
May, 1945, joined Staples-Smith as_ sales 
promotion manager. He resigned February 
15, 1946. Prior to enlisting in the army in 
1942, Hanlon was display director for James 
McCreery and Franklin Simon & Co.; at one 
time he was associated with Lord & Taylor, 
Best & Co., and B. Altman & Co. All firms 
named are in New York City. 


"We're going to be at the New York Display Market, June 24th | Morris Draullick has been Irving Sher- 


man’s assistant for the past four years. 





to 29th, in Room 624, Hotel New Yorker. He attended the School of Industrial De- 
"You are cordially invited to come and see us. As old friends sign in New York. 
we'll want to say ‘hello’ and chat a bit on what's new Sherman, Weir, Inc. occupies three floors 
Y : at the above-mentioned address, which will 
"Oh, of course, we'll have some mighty swell animated units house the studio and showroom. The firm is 
to show you. This year our variety of toy window attractions equipped to handle all types of displays. 
: : : , ; , 9 __ Setatiprcncennaronieneeteies 
is at eat oe ae - and we've again come up with something To Masket Conadion Fell 
new an imerent. ° 
In the United States 
"You can't consider your trip complete without first seeing | Dominion Foils, Ltd., of Canada, has ap- 
what the originators of the Giant Laughing Santa have to offer. peeee Saey, Duo & Ce, Ba. Oe 
York City, as United States sales agent for 
"It's a date then for June 24th in Room 624, Hotel New the firm’s aluminum and composition foils. 
Yorker." The Canadian concern operates two mills, 
Sincerely, both located in the Province of Quebec, with 
Karl Roth an annual capacity in excess of 18,000,000 
. . pounds of high grade foils. Both mills are 
Director, Retail St Divisi : 
3 irecror, KerTal ores Vivision integrated and are equipped to produce fin- 


ished products from ingot stock. This in- 


cludes the embossing, coloring and _ printing 
G R D E- R D i S p L YS of foils. All sales for the United States 
will be handled by the Specialty Division of 


477 MELWOOD STREET Bulkley, Dunton & Co., Inc., through the 


company’s offices in New York, Chicago and 
PITTSBURGH 13, PA. Los Angeles, 
i At present there is a shortage of high 
MEMBER OF THE NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES grade foils in the United States, partly be- 
cause European mills, which prior to the 
war supplied considerable quantities of fine 
quality foil, are now shipping only very lim- 
ited tonnage to America, and partly because 
The BINDER Ou re of the stepped-up demands for this material 
y for display, packaging, and other purposes. 
By the entrance of Dominion Foils into the 


looking for eee United States market, consumers and con- 


verters in this country will have access to a 











‘onsideral arger source of higl grade 

e SUBSTANTIAL CONSTRUCTION prance le pedir si — : 

@ IMPROVED REMOVABLE BARS 
e CLOTH BOUND Williams Elected 

@ HOLDS 12 COPIES To Club Post | | 
Howard Williams, executive vice-presi- 
Snes Weer’ see Seeeerees Neues ee S .50 Each dent, Burton-Rodgers, Inc., Cincinnati dis- 
fara dase eae dae eee POSTPAID play firm, has been elected to a trusteeshp 
in the Cuvier Press Club of that city. The 
ORDERS ACCEPTED FOR U. S. AND CANADA ONLY. club is the oldest organization of its type 


in the nation and is a famous Cincinnat! 


DISPLAY WORLD - CINCINNATI 1, OHIO rendezvous for newspaper and advertising 


people. 
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Presenting a new and complete line of 


BEAUTIFUL 


VANE A ORCL ENDS 
The “New Yorker” 


We have created for you an artistic and unusual 
line of mannequins to make your fashion displays 
more attractive and more magnetic. They em- 
body in their design and construction every fea- 
ture desirable in mannequins of quality. We 
present them to you with full confidence of their 
superior value. 


LADIES’ and 
MEN’S MODELS 


Also available 
is an outstanding 


line of 
Y 


= : Be Children’s Mannequins 


fin- 
in- 1 : in a complete range of 
ing ’ 4 ; models from six months to 
ites : 4 : twelve years. They fill an 
of 4 4 urgent need for a fine line 

' 4 of mannequins for the 
proper display of children's 
wear. 


the 
and 


igh ‘ See these fine adult and 
be- 7 4 : children's mannequins when 
the 4 1 you visit New York for DIS- 
fine re 4 PLAY MARKET WEEK, 
im- 4 June 24-28. 


rial ; J Otherwise write for 
re - 4 rf full information. 
DELIVERY TIMED TO MEET 
YOUR NEEDS 


NEW YORK 
MANNEQUIN CO. 


71 GREENE STREET 
NEW YORK CITY 12 
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Merchandise To The Fore 


By R. K. PUGH, 
Selber Brothers, Shreveport 


ys 2 servicemen 


(like 


caution to returning 
myself) and those just entering 
the field of display, “Strictly Mer- 
chandise Display” is the method to control 
run-a-way display planning—and it is also 
a solution to getting the job done. 
\fter being in the two 
and coming back to display I had a tendency 
to lean a littl 


was trying to make 


army for years 
toward the frou-frou side. I 
up all the lost time by 
getting my fill of everything that was flashy, 
and pretty 

Those who have been in display for any 
will understand that a clean, 
with amount 


draw. the 


length of time 


well done display a certain 


of atmosphere will necessary at- 


tention and produce results. 


Since so many of us ex-GlIs returning to 


this field—and being away has made us a 
little homesick for the feel of plaster and 
papier mache again—we don’t want to for- 
get that we are display people and not mil- 
linery designers. 

It is my belief that most of us are doing 
a better job of the actual display of mer- 
chandise than we did before we went away. 
Perhaps we are not the so-called “best dis- 
playman in town,” but we are doing the job 
we are supposed to do. Of course we use 
colored lights, deep toned backgrounds, good 
.. but, now after a few 
being home and 


fixtures and props 


grand months of again 


—These are Selber Brothers displays cited by 
Pugh as examples of the style of display he 
recommends— 


in display we have suddenly realized that 
being away has broadened our way of dis- 
play thinking. We have learned something. 
Maybe it was those long jaunts from one 
camp to another, or being stationed in larger 
cities, and it could have been France, Italy 
or the islands that gave us a new slant on 
things. 

Today we know that merchandise is even 
less plentiful than in the 
that the constant changing of our windows 
has cut down the overdramatization of dis- 
play. Thus it has come down to “Strictly 
Merchandise Display,” not because display 
conditions 


war years and 


has done an about-face, but 
have made display actually what it always 
should have been—a direct, true, and com- 


pel‘ing sales force. 








| that 
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1 one 
larger 
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Conference 
* 


Display Demonstration Window arranged by 
Mrs. Wilkinson, incorporating Magnolia Pod 
Plant background by General Display Corp. 





Mrs. Marian Wilkinson, Display Di- 
rector, The Boston Store, Fayetteville, 
Arkansas, addressing the S. D. A. 
Conference. 





Be sure to visit us during N.A.D.I. Market 
Week, June 24-28, at the Hotel New 
Yorker in Rooms 639 to 643. We will 
feature our complete line for Fall and 
Christmas... colorful and original flowers 
and backgrounds which are more beautiful 
than ever. 





GENERAL DISPLAY CORP. 
FLORAL BACKGROUND 


Chosen at Southern 
Display Association 


cify brown or breen leaves.) $3.00 ea.; $33.00 doz. 


GENERAL DISPLAY lalate 


CORPORATION ae tee 


140 W. 4TH ST.. CINCINNATI OHIO green leaves.) 





CREATORS OF AMERICA’S MOST BEAUTIFUL Pot Only 12.50 
ARTIFICIAL FLOWERS AND DISPLAY DECORATIONS Complete 42.75 
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Mrs. Marian Wilkinson, member of the S. D. A. Women's Demonstration Com- 
mittee, was asked to prepare a window demonstration for presentation at the 
recent Houston conference. 

After careful consideration of all display material at hand, Mrs. Wilkinson 
selected our Magnolia Plant, K-85 as the ideal comolement to her arrangement. 


To assure early delivery of 
outstanding displays with flor- 


al backgrounds by General 
Display Corp. order now! 





K-71 Natural Preserved Magnolia Pod Cluster. 14” 
dia. (Specify brown or green leaves.) 
$1.35 ea.; $15.00 doz. 


K-72 Natural Preserved Magnolia Pod Spray. 30” x 
22". $3.75 ea.; $43.00 doz. 


K-73 Natural Preserved Magnolia Spray Without Pods 
mounted on wire stem for shaping. 40” x 22”. (Spe- 


nolia Pod Plant with papier 


Plant only $32.75 


Keep in touch with your regular Crescent Board 
dealer for latest developments 


\. BOARDS 


A Product of 


CHICAGO CARDBOARD COMPANY 


670 Washington Boulevard 


e Chicago 6, Illinois 
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Botanical 


presents 


Another Season's Creations in 
Fine Floral Decorations— 


NEW ATTRACTIVE UNITS FOR FALL 
a 


UNUSUAL SETTINGS FOR FUR DISPLAYS 


See our Salesmen, or Visit 
Our Display Rooms 
— 8th Floor — 

14 NORTH FRANKLIN ST. 


Botanical Decorative Supply Co. 
.« Sa. 
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Flannery & Associates 


Names Riedmaier 

E. H. Riedmaier has been named man.- 
ager of store planning for Flannery & s- 
sociates, Pittsburgh. Riedmaier received 
his B.A. degree in architectural design fron 
the Carnegie Institute of Technology in 





—E. H. Riedmaier— 


i931, and entered the store planning field 
with W. L. Stensgaard & Associates, Chi- 
cago, in 1934 and spent five years with that 
firm. He entered the chain store field wit! 
J. C. Penney Company in 1940 as supervisor 
of the store fixture layout department. 

In 1943, the Goodyear Tire & Rubber: 


| Company, embarking on a nation-wide deal- 
}.er modernization program, selected Ried 
| maier for the firm’s store planning divisiot 


During his three years with Goodyear, h 
supervised the planning and layout of som 
1100 stores. In 1945, he was awarded hon- 


| orable mention from General Motors 


his design and layout of an = automobil 
sales and service showroom and _ operatins 
facilities. 


McCullough Operating 


| Own Display Firm 


For the past several months Joseph P 
McCullough, who was for five years 1 
charge of display for the Tappin jewelr 


| chain, has been operating his own display 
| design and consultant company under th 
|} name of Tri-Display, at 488 South 19tl 
| street, Newark 3. At one time McCulloug! 


was with the Ford Motor Car Compan) 
Wise Shoe Company, and Ross Stores, In 


AMC Displaymen To Meet 


| During Market Week 


Display directors of the Associated Mer 
chandising Corporation's member stores Wi! 
meet in New York City June 24-20, it ! 
announced by Morris Welch, displas man 
ager of the group. The dates coincide wit! 
the first three days of Display Market Week 
which opens in New York on June 24 


Denner Returns 
From Service 

Following his recent discharge 1 
armed services, Eugene Denner has ! 


m th 
joine 


| Sally Ann Shops, Inc., St. Louts, as lispla) 





| manager. 


1946 
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When in New Yorke 
JUNE 22nd to 29th 


VISIT NEW YORK’S 
SMARTEST SHO-ROOMS 


Greatest 


XMAS Ano FALL 


Showing of “Natures” Best! 


@WREATHS eROPINGS 
e@ TREES eNOVELTIES 


In Holly, Princess Pine, Baby’s Breath, Boxwood, 
Birch Tips and Genuine Italian Holly and Ruscus 


Flameproof of Course! 


ARTS and FLOWERS 


MANUFACTURERS AND CREATORS 
43 W. 56th ST., NEAR 5th AVE. NEW YORK 19, N. Y. 












































Title Registered’ W. S. Patent Office 
Combined with 
MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 


‘THE DISPLAY PUBLISHING COMPANY 
: Cincinnati, Ohio 





H. C. MENEFEE: President, 
NATHAN SiLVERBLATT, Manager, 
R. C. KASH, Editor. 





: OUR PLATFORM 

1. The Promotion of Display. 

2. More Display Cooperation by Manufoc- 
turer and Merchant. | 

3. Advancement of the Display Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

. Absolute Independence of Our Editorial 
Columns. LE Ae ae 

se 





o 
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Military Training Aids 
Displaymen and Display 

Most all 


the armed torces have now 


former displaymen who were 1 


resumed civilian 


lite after being seattered over the face of 
the globe Phey have returned to display 
with new perspectives, new ideas gained 
through their contacts with strange and 


even exotic parts of the world. They bring 


a new a freshness to display that is 


welcome and which should do much to 


VISION, 
VCr\ 


keep display the vital, constantly changing 


thing it ds Their new viewpoints, com 


bined with the experience and added retail 


ine knowledge of those who remained in 


display during the war, should do much to 
add to the prestige and advancement of the 
field 

Dana O'Clare, formerly display director 


to. Lord & 


up neatly this new 


New York City, 


knowledge and enlarged 


Taylor, sumis 


viewpoint brought about through army 


tramimg and experience, as tollows 


It is natural and understandable, at this 


time, that evervone, evervwhere, 1s interested 


World War II 


boundaries, so 


In post-war adjustments 


had almost no ecograplhical 


far-Hung were its tragic frontiers! There 
fore, it was inevitable that the lives” ot 
nearly all living persons were affected in 
SOIC mcasure 

My personal opinion, as a newly-recon 


verted civilian, is that even the less com 
lortable phases of army training have added 
to my tund ot usetul knowledge. \s fot 


the travel, research and experience, it is 


obvious that these factors can be made to 


pay commercial dividends in the 


display 


impossible to give a thumb 


nail ce scriptior t the bi inch of 
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which I was assigned. Army Intelligence 
does not exactly lend itself to capsule treat- 
ment. However, it is apparent that a man 
could not emerge from such an amazingly 
organization without a quota of 
personal plans strongly influenced by his 
army training. 

In retrospect, I am increasingly impressed 
by the well-integrated precision and_ split- 
second methods which were the stock-in- 
trade of the Psychological Wartare Division 


complex 


of SHAEF. Obviously, it was a difficult 
and delicately-balanced task for the Divi- 
sion to combat the insidious evils which 


were so skillfully promoted by the enemy. 
Tragedy and hunger were exploited ruth- 
lessly, and trained magicians in human psy- 
chology endless military rabbits 
out of economic silk-hats. 

But that is where we came in! And the 
way in which we came into these subject 
towns and cities was little short of 
tacular. Seated in my battered but faithful 
jeep, it was my duty to lead a parade com- 
the various units used in our 
exhibits. These included, in addition to the 
routine relating to the exhibit, 
such eve-filling items as V-1 and V-2 bombs, 
and even a captured Nazi submarine of the 
type. 


produced 


spec- 


prised ot 


properties 


“one-man-crew” 

These exhibits were set up in towns spect- 
fied by the High Command, and a success- 
ful response was expected, since the Alliel 
leaders realized the importance of “selling” 
better understanding and will. Pri- 
marily, the purpose of the exhibits was to 
answer the frantic and often angry “Why? 
Why: Why?” of the people regarding our 
exact war aims, and plans concerning Amer- 
help feeding, and 
medication. 


eo0od 


ican with housing, and 
Pictorial assurance of our sin- 
cere friendliness and potential 


worked wonders in dispelling suspicion and 


assistance 


fear, much of which had been induced by 


enemy workers. 


The army expected, as I have said, good 
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results. In most cases, these expectations 
were fulfilled. Therefore, if in the course 
of events I managed to store away valuable 
information for future reference in creative 
work, it was not the Brass Hats’ loss, and 
it was certainly my gain. Since we worked 
with skilled personnel from both the English 
and American armies, it was natural to en- 
counter some excellent craftsmen. 

Inevitably, we employed both military 
prisoners and enemy nationals in the course 
of planning, constructing and exhibiting. A 
wealth of information became available from 
these sources, especially as regarded substi- 
tute paints and other artist's materials, 
Many of the ingenious substitutes and by- 
products can serve post-war needs very well 
indeed. Substitutions and_ inventiveness 
were not limited to the artists. The con- 
struction people, from the lowliest appren- 
tice-carpenter to the most highly-trained 
engineer, all used devices and innovations 
which were based on emergency needs and 
restrictions. 

The relationship between cartography and 
display trends will be apparent to even the 
uninitiated, and of course public relations 
have always been part-and-parcel of visual 
selling from “way back when.” 

On the credit side of the ledger, I feel 
that my work with SHAEF, combining the 
duplicate virtues and vices of alleged civil- 
ian status with the inevitable GI red-tape. 
enabled me to explore art-rich sections of 
Holland, Denmark, Luxemburg, France, 
Belgium and England. Destruction was 
quite complete in Germany, but in many 
areas of these other countries art treasures 
were miraculously intact. 

On the debit side were the usual creature 
discomforts and living inconveniences 
Uppermost in our minds at all times were 
pictures of the far-off which was 
home, and all temporary 
soon atter arrival, 
sonal life again became possible. 


shore 
grievances were 


forgotten when a_ per- 


By GEORGE W. KADEL* 
Dallas 


HI: subject of color 1s more important 
in the field of display than in any 
other phase of commercial art. That 
sound broad, but upon ex- 
that the 


well as the subdued colors, 


statement may 


amination you will find range ot 
vivid hues, as 
is wider than in any other branch of graphic 
controls of color 


arts. There are not any 


due to reproduction processes But the 
which controls the 


in display is the 


vreatest element of all 


widespread use of color 
range of reading time allowed for this type 
The attention span of the 
from nine 
to a period covering several minutes. 


of advertising. 
seconds 
This 


because the 


observer usually ranges 


permits use of strong colors 


danger ot color fatigue is not so. ever- 


present as it is in the instance of an indus 


trial product which we constantly observe 


which we = are 


and with constantly asso 
ciated 
Address before the Houston Conference Sout! 


erp Display Assoctat 


\nother factor which permits the wide- 
spread use of color is the tendency on the 
part of the public to establish preconceived 
ideas about trends during a season. 
Ofttimes the colors in vogue in the fashion 
field during a particular season gratify the 


color 


desires of the buyer, inasmuch as they live 
up to the ideas advanced by the fashionists 
however, fre- 
color 


color 


The average man or 
their restricted taste in 
and determination to make a wise 
choice, has a basic love of primitive color 
and this permits the displayman to fashion 
will play upon 
these fundamental Coupled with 
this significant fact is the need for attention- 
These colors 


woman, 


gardless ot 


his background so that it 
desires. 
value colors in the design. 
are the usual warm hues such as red, orangt 
and yellow and their intermediates. We ca? 
also list the red-purple derivatives in this 
class. Contrasting backgrounds aft 
attention 


color 
backgrounds. 
[Continued on page 113) 
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Welcome 
DISPLAY MEN 


NEW YORK 


DISPLAY MARKET WEEK 


JUNE 24-28 


AMERICAN DISPLAY FIXTURE CO. 


20 WEST 27TH STREET NEW YORK CITY | 


Creators and Manufacturers of 
DISPLAY EQUIPMENT IN METAL, LUCITE, WOOD AND GLASS 
Servicing the Leading Department Stores for the Past Twenty Years 




















Original Creations 
REED and RATTAN 


V 
WELCOME TO 


NEW YORK 
DISPLAY MARKET WEEK 


JUNE 24-28 
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"Sew And Save" Contest 
Results Announced 

First place in the large store group of 
entries in the “Sew and Save” display con- 
test sponsored by the National Needlecrait 
Bureau has been awarded to Bill Witte, 
Fantle Brothers, Inc., Sioux Falls, S. Dak. 
The prize was $100. Second award, $50, 
went to A. L. Squires, Gebhart Gushard 
Company, Decatur, Ill. Third prizes con- 
sisting of $25 each went to Patrick O'Meara, 
Goldenberg & Co., Washington; Richard A. 
Staines, Vandever Dry Goods Company, 
Tulsa, and Lloyd Redfern, Sibley, Lindsay 
& Curr Company, Rochester, N. Y. 

Similar prizes were awarded the winners 
in the small stores and chain stores groups. 
In the former, first place was won by James 
Alvin Brothers, Meyers-Arnold, Greenville, 
S. C. Second prize went to Robert A. Alt- 


man, Damon's, Mason City, Iowa. Third 
prizes were awarded John T. Mackey, L. W. 
Robinson Company, Battle Creek; Dale 


Letzler and Charles Newlon, Minear Dry 
Goods Company, Greensburg, Ind., and C. E. 
Batchelor, Newman's, Enid, Okla. 

Prize winners in the chain store group 
were: first, Claude Marton, F. W. Wool- 
worth Company, Chicago; second, Dwight 
G. Davis, J. J. Newberry Company, Los 
Angeles; third, Nettie Yaremko, McCrory’s, 
Wilkes-Barre; Florence Olson, J. J. New- 
berry Company, Santa Monica; Joe L. Jones, 
Sears, Roebuck & Co., Muncie; Frostina 
Beanco, McCrory’s, Steubenville, Ohio; 
L. O. Underwood, National Stores, Inc., 
Bowling Green, Ky., and William J. Mulroy, 
H. L. Green Company, Pottsville, Pa. 





Howe Designs Line 
For Fren-Zee 

C. F. David, general manager of Fren- 
Zee Store Equipment & Fixture Company 
whose main offices are in New Haven, 
and the sole national distributors of Sam- 
son Visual Display Fixtures, announced re- 
cently that Jay Howe, Chicago, one of 
America’s leading display designers, will 
design the firm’s entire Christmas presenta- 
tion for 1946. 

Howe has created comprehensive and Co- 
ordinated arrangements for window dis- 
plays, ledge trims, post units and case and 
niche accessories. These units can be pro- 
duced in any size or color to fit the re- 
quirements of any store. This entire line 
will be sold exclusively in this country and 
Canada by Fren-Zee. The presentation. will 
be shown at the Hotel McAlpin June 17-23. 





New Company Markets 
Aluminum For Display 
Under the name of “Foil-Rol”, a new firm 
with headquarters at 4 Denny Place, Marie- 
: 1d 
mont, Ohio, has entered the display field 
Various forms of aluminum for display 
uses will be featured, including rolls 0! 


pure metal, fire-proof, 4-inch wide b 379 
feet in length. ; 

Manager of the company is Glenn F 
Hanaford, formerly with Reynolds Metals 


Company, Dayton, Ohio. Associated with 
him is Evelyn Gooch, also of Dayton, where 
she was formerly with Lord & Thomas ane 
National Cash Register Company. 
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Kansas City Men Meet 
To Form Club 


and A number of displaymen in Kansas Cit 
Cwwe LE met at the Hotel Muhlebach on April 2!) 


for the purpose of forming the Kansas Cit 
5 : Display Directors Guild. The group nam« 
a refreshing new line of Donald Kester, Rothschild’s, as acting 
chairman to appoint the temporary con 


mittees necessary to get the organization 
| under way. 


Charter signatures are: Maurice Lewis, 
Peck’s; G. L. Howard, Emery’s; J. F. Keeth, 


od Davidson’s; Piet A. de Bundt, Robert 
Keith's; John R. Sims, Hartzfeld’s; Elmo 
F. Parrett, John Taylor’s; Harold F. Gale, 


Woolf Brothers; Norman Peaster, Jack 
Henery’s; Vern W. Davis, The Palace; 


D I S p LAY MA R K ET W t E K Anton Frederickson, Klein's. 
Leonard D. Kester, Rothschild’s; Don 


Ferritoe, Robinson's; Frank Burgard, Jen- 


JUNE 24-28 kins’ ; Ann Jenkins, Adler's; K. G. Pinney, 
HOTEL NEW YORKER — ROOMS 547 - 548 Jones Company; Larry Aacen, The Missouri; 


Warren Curd, Clark’s; Glen Dorsey, Ler- 
ner’s; Frank Mann, Berkson’s; Charles 


We will have on display a new, original and attractive line Starke, Goldman's; Hi Grider, Kansas City 
f Chri pane die hes nek d ° l d Power & Light Company; Richard Neas, 
o 1S S play papers in new aesigns, colors an | Charles Noff's; A. Smith, Mindlin’s; Rob- 


techniques. | ert Grate, Pear’s; Joseph Chactier, Miller 








Kansas City, Kan.; Frank Osbourn, Clark 
DINGLEMAN-WOLFF CO., Inc. | : 
\. J. Bundscher Company, and Lloyd Hyatt, 


| Wohl Company; W. Z. Coy, The Leader, 
YOU ARE CORDIALLY INVITED Kansas City, Kan.; Lloyd Bailey, Gorman’s, 
the Hatter; Homer Martin, Helzberg’s; 
Merle Smith, Gabelman’s; Leroy Harris, 
112 W. 42D STREET NEW YORK CITY 18 |) euvepkers 
Originators and Manufacturers of Distinctive Display Papers 











| Additions Sought * 
For Library 








Emil Friedlander, chairman of the board 
| of Dazian’s, New York City, is interested 
| in acquiring, by purchase, books relating to 
design, display, decoration, scenery, stage 
crafts, costumes and fabrics. The Fried- 
lander library, which is a comprehensive 
one, is open to all persons relating to the 
| theatre, display and allied arts, and it is 

his plan to make it the most complete in 


New York. Descriptions of books which 
are offered to hinr should be addressed to 
| 142 West 44th street. 
yt | ; 


f k aT | Staples-Smith Opens 
be ore you KnOW it! | New York Showrooms 


Showrooms located at 8 West 40th street, 

New York City, have been opened by 

Staples-Smith, well-known display — firm 

Scarecrows or Turkeys? | which recently moved to 166 Smith street, 










Brooklyn, after many years in Manhattan 
locations. 
Now's the time to choose and | At the present time Cecilia Staples is on 


a tour of Texas. She will visit stores and f 
order your fall and back-to- clients in Dallas, Fort Worth, Houston, 


Schoolmarms or Mapletrees? 


a 


school displays from | Corpus a and San Antonio before re- 
| turning ast. 


| Change Of Jobs 


TALLY-HO ison 
| Edward Hodgetts, for many years an ac- 
DISPLAY STUDIOS tive member of the Greater Cincinnati !1s- 
| play Club, has been transferred from the 
electric sales department of the Cincinnatt 


150 EAST 28TH STREET NEW YORK 16. NEW YORK | Gas & Electric Company to the publicity 


department. 
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DISTRIBUTORS INVITED 





Inspect our Extensive Lines 
Of New Metal Novelties 


and Foils! 


j Distributors for 
L. A. DARLING COMPANY 


735 MARBRIDGE BUILDING 
47-W. 34th ST...NEW YORK 


HOTEL N EW YORKER 
ROOM ROOM 


634) 635 


























NEW ENGLAND DECORATORS 
SUPPLY COMPANY 

262 DEVONSHIRE STREET 
BOSTON 10, MASS. 








Member of the NATIONAL 
ASSOCIATION of DISPLAY INDUSTRIES 
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Gruen House Organ Stresses 
’ ’ . . | Importance Of Display 
Women’s, Men’s and Children’s | The following, by Fred Forney, is exs 





| cerpted from the current issue of the “Gruen 
| Time,” house organ of the well-known 


* / | watch company: 
| How can you measure the dramatic qual- 
| ity of a display? How can you put a yard- 
| stick to windows? 
Well, first let’s define the word “drama.” 
It's a story told in an exciting manner. It’s 
s ° . 
in the modern manner | a magnet, capturing and holding the atten- 


| tion of the onlooker. 
O | y In short, it is bold attraction, and attrac- 
r tess, if necessary tion, therefore, is the first problem of the 
Shur-Nuff Display Materials | display studio which would gain effective 

20 N. 6th St., Minneapolis, Minn. : Prey | dramatization for its clients. 
Bly & Welk Our production facilities en- | To achieve dramatically attractive, mag- 
y alker . ° " | netic windows, two courses are open. The 
1520 Washington Ave., St. Louis, Mo. ables us to maintain an ‘'ex- | first is to make the display so boldly dra- 
a a ar cellent" schedule. We de- matic and starkly simple that it departs 
was . ° ° sharply from the realm of the ordinary. 

314 W. Jackson Blvd., Chicago, Ill. liver, as promised, in 3 weeks The second is to create a simple but strik- 
Lewis Fixture Co. or less! Write us or our near- ingly different display with two. primary 
224 E. 9th St., Los Angeles, Calif. c : functions. Not only must it capture and 
est jobber » 2 « We ll reply hold the attention of the passers-by; it must 
romptly ... aivin varan- also provide an attractive setting for a va- 

P P Y a g 99 riety of merchandise. 
teed shipping date. By the very nature of their business, 
some retail merchandisers are not allowed 
the luxury of striking simplicity. These are 
| the multi-item businesses, and into this 


] bracket fall most retail jewelry stores, whose 
i@ windows must sell many different types of 
y] 4 e jewelry to many different types of people, 


rather than to those in high income groups 


257 W. 17th STREET NEW YORK CITY | only. 


| Kreska Back In Display 

| After Long Army Duty 

| A display jobber before the war, Chester 
J. Kreska has returned to civilian life after 

| five and one-half years in the army and 
plans to reenter the display field at Reading, 


You are cordially invited to visit us dur- Pennsylvania. 














Archway Supply Co. 
616-618 Arch St., Philadelphia, Pa. 




















ing this most important display event... Chicago Display Firm 

- / M To Colorad 

oves ° olioradqgo 

Formerly located at 2519 North Halsted 
street. Chicago, Barth's Decorative Studios 


N EW YO R K has moved to Colorado Springs, Colo., and 


is located at 12 North Sierra Madre street. 
The firm manufactures artificial flowers and 
DISPLAY MARKET WEEK similar display items. 


JUNE 24-28 Jane Collins Lanes 


Block's, Indianapolis 
The resignation of Jane Collins as interior 
. s: : ae display manager for Wm. H. Block & Co, 
W & anticipate with pleasure your visit Indianapolis, has been announced. Her sue- 
: cessor has not been appointed as yet, nor 


to our studio. have Miss Collins’ plans been divulged. 


Remodeling Program 

For Maharam 

o> Maharam Fabric Corporation, 130 West 
€> 46th street, New York City 19, has engaged 
in a remodeling program for the firm’s head- 
quarters in order to provide more space for 
stock and displays. 


VICTOR HAIDA DISPLAYS, INC, | Setar 


With headquarters at 300 Main street, 
i Orange, N. J., Arthur Strauss has opened 4 
149 West 24th Street New York City I display studio which will specialize in dis 
play ideas and backgrounds. Strauss was 
formerly a free-lance displayman. 
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CREPES 


visit our showroom! see creative coordinated 
display units in papier mache, wire and fabries 
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Our Exciting 
FALL and XMAS 


Line Awaits You 


BONAFIDE DISPLAY 
& DECORATIVE CO. 


61 WEST 37TH ST. N.Y. C. 






















BROAD SATIN STRIPE 


FOIL PAPERS 


26" x 50 ft. 


*3.95 


Per Roll 


SEAMLESS 85” WIDE 


ALL COLORS 


°4.75 


Per Roll, 12 Yards 


IMPORTED CHINA 
NOVELTY 
SHEETS 


“ART TY PAPERS” 


43 W. 56th St., New York 19, N. Y. 
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Johnson Joins 
Martin's, Lexington 

O. E. Johnson, for the past six years in 
charge of display and sales promotion for 
Wolf Wile’s, Lexington, Ky., has announced 
his resignation as of April 20. After a short 


| vacation, Johnson will go to Martin's in the 
| same city as assistant manager. 





Roos Board Of Directors 
Now Includes Demey 

Alex Demey, display director for 
Brothers, San Francisco, has been elected as 
representative 
He has been with the 


Roos 
an employee to the store's 
board of directors. 
firm since 1923. 
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Knoxville Firm 


Is Formed 

3ignall & Henry Display Service is the 
name of a new display firm which opened 
recently at 1845 Terrace avenue, Knoxville 
16. The company will do general display 
installation and servicing, in addition to 
jobbing a complete line of display materials 
and equipment. 





Opens Display Firm 
In Newark 

Seymour Slavin has opened the Display 
Center at 889 Broad street, Newark, where 
he will handle a full line of display items. 
Slavin was formerly a free-lance and was 
recently released from the armed forces. 


STORE WINDOW DISPLAYS — Price Tags v4 No Price Tags 


PREFER WITH TAGS 


WITHOUT TAGS NO DIFFERENCE 




















“total [ 67% es es ee 
men| 62% oe IGG. 10% 
women | 70% “T W98%  ] 11% | 





COUNTER & DISPLAY CASE MERCHANDISE - Price Tags vt No Price Tags 

















PREFER WITH TAGS WITHOUT NO. DIFF. 
77% [10% | 13% | 

67% [ 12% | 21% | 
82% | 9% | 9% | 








NEWSPAPER, MAGAZINE and BILLBOARD ADVERTISING 


— Prices Shown v4 Prices Not Shown 




















PREFER PRICES SHOWN NOT SHOWN 
87% | 13% | 

80% 1.20% | 

90 % | 10% | 





RADIO ADVERTISING — Prices Stated v4 Prices Not Stated 


PREFER PRICES STATED 


PRICES NOT STATED 




















48% 52% a 
39% { 61% | 
53% | 41% a 





INFLUENCE of COMBINATION of Article and Price Tag 


in causing unplanned purchases 

















FREQUENT SELDOM NEVER 
total [ 33% | 43% | 24% | 
> men[{ 24% | 44% | 32%  _—_—i« 
women [ 39% | 42% | 19% | 





ODD PRICES v4 EVEN PRICES cn Displayed Merchandise 


PREFER ODD PRICES 


PREFER EVEN NO DIFFERENCE 





total [_ 














44% | 27% | 29% 
- men[_.. 34% = § 31% I 35% ~ 
2<5/ women [ 49% i a. 26% | 





Source: Sales Management Magazine 








—lInteresting data on including price tags on displayed or advertised merchandise are revealed 
in this chart published by Sales Management magazine and reproduced here by permission. 
Note the overwhelming preference by both men and women for prices shown with displays, 
particularly interior displays.— 
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EXCLUSIVE MILLINERY HEADS in Papier Mache with 
Smooth Textured Skintone and Lustrous Horse Hair 
A ATe] 

In CERAMIC FINISH with Flexible Hand Sculptured 


DISPLAY STYLISTS AND meen UR 


. 2. Kurtis studio 


88 COLUMBUS AVENUE AT BROADWAY & 64 ST., NEW YORK 23 i 
TRafalgar 7-1729 


iY 





The tollowing displays are not illustrated 


CHICAGO DISPLAY SCENE 


[Continued from page 90] “Yellow and Gray the Lytton Way" was 
fonian column cap Ivy and white roses the caption used by Guy C. Bowen, display 
were used near the foot of the mannequin director at The Hub, for all his Eastet 
lhe merchandise was a direct tie-up witl showings for both men and women. To 
a Mademoiselle cover featuring the sami accentuate this merchandise color theme, all 
fashion. White net, pleated, appeared in the the facade in front was done in yellow and 
foreground as though a curtain were slowl era \s one walked into the store, one 
disappearing on a stag Phe blow-up covet ioticed that all the main floor columns were 
of Mademoiselle on the background. witl painted with one side vellow, one side gray 
ribbon pulled 1rd to the scroll on tl a neat trick and so simple to do 
Hoo call it m to the cops "a Qne window used bv Bowen tor Eastet 
Mademotse | in Gleaming Hon featured a circular cathedral window made 
Smooth Sati The tloor was arranged 11 mut of translucent paper in rich colors, 
it sun-bur vith crushed rock | Hood-lighted trom behind suggestion oft 
potted fl flank the sett i church wa faintly airbrushed on the 
hvdrangeas _ gray-blue background, and the floor was 
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coveréd with chipped marble. The foliage 
was natural. Bowen featured merchandise 
in vellow and gray throughout the entire 
front. 











INTERCHANGEABLE FIXTURE 
[Continued from page 84] 


minutes. He experimented, built a little 
laboratory in the rear of the store where, 
between customers, he tried to discover 
what display was all about. He wanted to 
be a store manager, and he thought learning 
to put in good windows was his best bet. 
He did get to be manager, but something 
more was in store for him. 

The chain expanded to a point where a 
display director was needed, and he got the 
job. For 20 years now he has been design- 
ing windows for the Thom McAn and John 
Ward men’s shoe stores, and all the time 
he has been experimenting on better ways 
to display shoes and hosiery. One of his 
inventions has 160 parts, a fixture whose 
arms can be moved about to display various 
amounts and kinds of hosiery. 

Another, a new one, is the answer to the 
man’s prayers: a stand that can be 
adjusted so as to show off to best advan- 
tage the important feature of different shoes, 
and from which they will not fall. 

In his spare time, by way of relaxation, 
Al Piser invents children’s toys and house- 
hold conveniences. 
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Louisville Display Guild 
Is Formally Organized 

Aiter several of informal luncheon 
meetings, displaymen of Louisville have now 
formed the Display Guild of that city, with 
Elected officers 
recent meeting were: president, Escher W 
Bettis, Stewart Dry Goods Company; 
president and treasurer, A. J. Walker, Sears, 
Roebuck & Co.:; secretary, Bettye W iggin- 
ton, Stewart Dry Goods Company. 





years 



































25 charter members. at a 


VICe- 


Plans have been made for a_ progran 
based on education, research, and _ social 
affairs. A policy of close cooperation with \ 


local civic bodies is contemplated. 





""Brownout" Returns To Display 
As Coal Strike Continues 

Stores in a number of cities have returned 
to the drab “brownout” of war days, so fa! 
as display is concerned, as a result of the 
continuing strike of coal miners. 
first to take the move designed 
to conserve electricity produced from coal 


Probably 


was the city of Chicago, where retail show- 
window, sign and lighting 

eliminated the time being 
followed suit, and it 1s 
the “brownout” 


case, decorative 


has. been for 
Other 
probable 


until the 


cities have 
that 


Ch val 


will continue 


situation eases 
"Crystal Rock" Introduced 
By National Sawdust 

The National Sawdust Inc., 9 
North Sixth street, Brooklyn, has pertecte¢ 


Company, 






and introduced a new line called “Crystal 
Rock” which is available in various ¢ lors 
and in paisley. The material is said to gtve 
eood coverage and is used around borders 
islands, pedestals, for odd spaces, and the 
like. The firm also makes granular mater 
ials in wood flakes, cubes, stones, and c!ps 


Pea 
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WRITE FOR COMPLETE DETAILS AND PHOTOGRAPHS 

FLORENCE AND GILBERT LAURENCE 
TT AN| | | 164 WEST 25th STREET - N. Y. C. 1 
1 | TELEPHONE: CHELSEA 3-1550 


COLOR TRENDS AND DISPLAY 


[Continued from page 100] ™ | 
hen we consider all the work that has Attention: JOBBERS! 
accomplished in the field of color in 
past, and all the theories that have been 
inced, the two men that stand out most 
their contributions are Doctor Wilhelm i All Purpose — Self Standing 
twald and Albert Munsell. Every dis- 
nan should acquaint himself with their We also SPECIALIZE in blouse and dress forms 


ies to broaden his background of think- 


In recent years many new ideas have é Immediate Delivery 


advanced and new terms which ex- 





to the 
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advan- 
she eS, 


cation, 
1OUSe- 














icheon 
re now 
with 


A glimpse of our many Papier Mache Forms 


social 


1 wit 


color ideas have been devised. The : ; F 
§ color purity is now labeled as “color i. - Write for further information 


ition.” The old term value which was 4 ee 
d to the tints and shades of a color 4 PAPIER MACHE FORM CO 
ow been replaced by the phrase “co- . 


nt of reflection.” We think of a 1 = 
oe prcqalprPoe: 135 W. 20th St. New York II, N. Y. 


wave length, rather than an off-brand 


urned 


so fat 


name—such as leaf green or Chinese 
neither one of which identifies any 
fic color. These new terms are the 
wth of new methods for measuring  Standpoint of color use is to determine thi time for the display, and the intensit 


tinue 


both physically and psycholog’cally, amount ot light reflected from a_ painted of color used. 


is the present-day approach. surface, to measure the saturation of the . The use of interval lighting to modif; 


most significant of these color mea- color, to match colors, to determine the re- color appearance and reading time 
machines are the “Fadeometer,” the lationship between the complementary colors . The use of color checks on windows 
photometer,” the modified photometer, and the areas to which they are applied that have been effective so that this 
Colorimeter,” the recording “Specto- the area to color relationship of the split same color combination can be used in 
meter,’ the complementary color ma- complementary hues, and to determine the the future. 

the “Tintometer,” the split comple- intensities and proper relationship in multi- These checks that displaymen can mak 
v machine, the “hole in air” machine, color designs. will serve as an indicator of general 
iding filter machine for testing com- Color from a practical standpoint applied color preference of the public. 

ntary colors, the filter testing machine, to display can be classified under the follow- 5. The use of brilliant hues to appeal 
lor matching machine, and the sliding ing headings: the primary love of color exists in the 
machine for complementary measures. I. The attention value ot color. heart of every human being 

inction of these machines from a 2. The relationship between the reading [Continued on page 116] 
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“PATENT” 


A Luxurious Display Covering 
with that 


GENUINE PATENT LEATHER FINISH 
JUNE MARKET WEEK ON KRAFT PAPER 


DON’T MISS MOST COM- Three Embossed Designs and Plain 
PREHENSIVE DISPLAY LINE SHOWN Write for swatch card 


SAVE TIME - DAILY LUNCH ON US Jobbers inquiries invited 


See ad in April issue of Display World 
DARLING DISPLAYS 


47 W. 34TH * NEW YORK 


DISPLAY MANUFACTURERS MART, inc. 


“Buerglhing for Display’ 


34 WEST Sth STREET NEW YORK |, N. Y. 














« « « When Writing Advertisers Please Mention DISPLAY WORLD » » »« 
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I.A.D. News 


By AL POLLARD 
Managing Director 


F someone is handing out orchids they 
should go to Guy Malloy, Eddie Rose, 
the Southern Display Association con- 
ference committee members, and the South- 


| ern Display Association. Never before have 


so many outstanding speakers been as- 
sembled at one time for a display coniter- 


ence. A wonderful exhibition — unusually 





good, well rounded educational program — 
well attended —a wonderful show, well re- 
ceived. Probably one of the most marked 
features was the cooperation shown by the 
city fathers and the citizens of Houston as 
well as state officials and prominent mer- 
chants from all parts of the South. 

The International Association of Display 
feels justly proud of having been partially 
responsible for the success of the SDA con- 
ference. IAD members taking part on the 
program which was’ planned under the 
chairmanship of Joe Apolinsky were Dave 
Estes, president, [AD, and display director 
for Bond Clothing Company, St. Louis; Joe 
\polinsky, vice-president, IAD, and display 
director, Loveman, Joseph & Loeb, Birming- 
ham; Al Pollard, IAD, managing director, 
Stix, Baer & Fuller, St. Louis; Carl ¥% 
Haecker, assistant director of sales promo- 
tion, W. T. Grant Company, New York; 
Sol Kamensky, publicity director, Kirven’s, 
Columbus, Ga; Donald D. Kester, display 


; director, Rothschild’s, Kansas City; Donald 


kK. Springer, display director, Levy's, Jack- 
sonville, Fla.; John R. Sims, art director, 
Harzteld’s, Kansas City, and Jack Nichols, 
display director, The Higbee Company, 
Cleveland. Each of these speakers had a 
real message on display and was enthusi- 
astically received by the audience. 


Don Kester of Kansas City, loyal IAD 
supporter, has been the “spark plug” behind 


| the organization of a Display Directors 


Guild in that city. Bill Austen, secretary of 
the Kansas City Merchants Association, has 
given splendid cooperation and assistance in 
forming this group. The IAD has this week 
issued a charter for the new association. 
As in the formation of any local club, the 
officers and members of the IAD will do 
everything they can to assist. Judging from 
a conversation with Kester, we will hear 
nore trom the Kansas City Display Diree- 
tors Guild 


While the report of the I. A. D. Nominat- 
ing Committee is not wholly complete, tt is 
safe to say that the following people will 
be candidates for offices at the coming elec- 
tion in June. President, Joseph Apolinsky, 
Loveman, Joseph & Loeb, Birmingham; Ist 
vice-president, Everett Quintrell, Elder & 
Johnston Co., Dayton; 2nd vice-president. 
Aubrey i, Maley, The Broadway- Holly yood, 
Hollywood. 

Directors: Chairman of the Board, Dave 
Estes, Bond Clothing Company, St. Louls; 
Lee W. Court, Filene’s, Boston; Craig L.. 
Embree, A. H. Geuting Company, Philadel- 
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inningham Advertisement 


with a true spirit of friendship and the fond 
wish that your visit may bring you much satis- 


faction in display information and enjoyment. 


NEW YORK 


DISPLAY MARKET WEEK 


JUNE 24-28 


Don't fail to see our series of Startling New Mannequins 


FRANKEL DISPLAY FIXTURE CO., Inc. 


MAKERS OF THE BEST ONLY SINCE 1888 
aE SEVENTH AVENUE NEW YORK CIT? 18 
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Vileo Mannequins Are Alluring! 


ND we're not referring to their charm of face 

form and feature. Displaymen also prize Mileo 
Mannequins for the way they ‘lure’ business right 
into the store, so convincingly do they enhance the 
charms of the garments they display. 


Conceived by gifted sculptors 
produced by master craftsmen 
coiffed by experts, and styled by 
fashion authorities, Mileo Manne- 
quins deserve a place in your 
windows. 
See the 
NEW Mileo Mannequins 

During Market Week 

June 22nd to 27th 
Hotel New Yorker, Room 531 


Or visit the Mileo Studios at any time. 


P. C. MILEO, 7 W. 36th St. New York 18, N. Y. 








phia; Eugene W. Turner, George Muss 
Clothing Company, Atlanta: Harry Fadem, 
Lyon Tailoring Company, ICeveland; Ray 
Bianchi, Goldblatt Brothers, Chicago; Paul 
W. Klories, Union Electric Company, St 
Louis; Harold H. Benson, The Baker Com 
pany, Minneapolis; Gus W. Burghard, Sako- 
witz Brothers, Houston; Joseph T. Sjursen, 
Frederick & Nelson, Seattle 

These new officers and directors will have 


a real task to pertorm because, as already 


stated, the present officers and_= directors 
are planning on recommending some sweep 
ing revisions of the IAD by-laws. Thess 
revisions are necessary to cope with chang 


] 


Ing conditions and to put the IAD on a 
1946, post-war basis. Possibly by the IAD 
election time in June other display associa 
tions will have made the necessary revision 
in their rules and regulations which will 
permit their members to take an active part 
in the [AD There are many likely can- 
didates for directors in communities served 
by these other display associations but thes« 
same people can not serve because of pres- 
ent rules. It is essential that all display 
organizations, through their association, 
intermingling, and exchange of members. 
officers, and directors bring about a closet 
feeling of cooperation. This exchange would 
be of real benefit to everyone in all display 
organizations 


COLOR TRENDS AND DISPLAY 
[Continued from page 113) 
6. The study of color fatigue and an at 
tempt to avoid combinations which pro 


duce it 


Established 1900 Just off Fifth Avenue 

7. The use of color to correct glare. color specifications, using parts mix 

8 The modification of color hues by the tures ot known colors, or USimS u 
use of colored lights standard hues of materials designed fo 
ie : any display use. 

9, The use of black-light colors combined ; pil eae ; ; 
with the usual colors to produce a dual 21. The realization of the importance 
appearance in a window illuminated at color surveys. 
intervals with natural light and black- 22. Knowledge of the basis of color prefet 
light ence. 

10. The selecting of colors which do not 23. The realization that color can contro! 
produce glare because of their high co- eye movements on the part of the ob- 
efficient of reflection. server, which is a measure indirectl 

11. The balance of complementary colors by of attention and also a prediction | 
area as well as by hue possible color fatigue. 

12. The balance of multi-colored patterns Phe display artist should be thorough! 
by area. as well as by hue versed in the present day psychology 0 

eee - : color, and fully acquainted with the differ- 

13. Offsetting the lack of color preference aia : ha = 
: ; : ; ent types of parts mixture scales, thresh- 
for the product by offsetting it with a ; at 
er a, cick : ; hold scales, and luminosity scales ot tl 
MACK QTOUTL Or Which <te «6aS. CoOrmol Wee . . aes. 

: different hues with which he works daily 
preference. ; , lin 

#3 3 : I have attempted to point out in outlin 

l4. The effect of conscious attention ot the form something of the scope of materia 
observer upon color choice. that should be absorbed by the displa 

15. The control of store traffic flow by artist. Almost any division of this outlin 
color patterns. contains enough material for a_ series 0! 

16. Use of comparative color schemes in papers. This is suggested as a guide 10! 
different windows, followed by a care- thought. 
ful check of public reaction. iy ee ee 

17. Recognition.of the difference in color - 

rte Complete Decal Serv 
taste of different buying groups of the P Service 
public. Offered By Zink 

18. The realization that the display artist Complete decalcomania service, froin cre 
needs to build his color vocabulary. ative design to production, is announ ed b 

— Pui Emery F. Sevitts, manager of the Decalco- 

19. The realization that the display artist . ame oo -d Zink Cor- 

; ; eee mania Division of the Howard Zins ; 

needs to increase his knowledge of the . . : _ J W 1 
pane ; poration, Fremont, Ohio. The compan) 

scientific measure of color. ; Lottering 

prepared to reproduce any style of [etterm 

20. The development of an ability to write or design, in full range of colors. 
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DAVE STARKMAN 


520 WEST SEVENTH STREET 


al 5 LOS ANGELES 14 CALIFORNIA 
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turned detective. They are tracking 
down every available piece of raw 
s dails See ls — material, so that we can fabricate the 
— a SSR METAL MERCHANDISING EQUIPMENT 
displa ; ee you so urgently need. 

outlin 





We extend our wishes for the success of 


eries 


nide tot As the New York Visual Merchandising Show. 





REFLECTOR = HARDWARE CORPORATION 


GENERAL OFFICES AND FACTORY: WESTERN AVENUE AT 22ND PLACE, CHICAGO 8 


OLDEST & LARGEST MANUFACTURER DEVOTED EXCLUSIVELY TO METAL DISPLAY & MERCHANDISING EQUIPMENT 










QUALITY DISPLAY SHELLS 


‘Accentuate the 
Positive’ in Your 


e Sweaters! 

e Blouses! 

© Sportswear! 
® Dickies! 

©® Dresses! 


@ Other Accessories! 


DISPLAY SHELLS 
DRAW SALES! 


Quantity productionen- 
ables new lower prices. 
Sturdy papier mache, in 
smooth, flesh-color. Full 
busts, full shoulders! 





No. BB As illustrated, for 
] ING aceé 95 
No. AA SHORT SHELL— 


2 Piece 


Waist-length, fort ses, 
SHOULDERS CURVED ones cick 
TO FIT ANY STAND! et ra 


Versatile! Use 'em flat—inclined—on 
top of stands — fastened on panels, 
pillars, etc. 


Order Today—Immediate Delivery 


HECHT FIXTURE CO. 


Since 1892 
212 S. FRANKLIN ST., CHICAGO 6, ILLINOIS 














GREETINGS 


TO Our many 


Display Friends 


and a cordial invitation to visit 


our showrooms during 


DISPLAY 
MARKET WEEK 


JUNE 24-28 


We have created for your 
inspection a new line of 
Christmas 


Jisplay decoration 


DAVID HAMBERGER, Inc. 


DISPLAY DECORATIONS 
115 West 31st St., New York City | 


Fa| ana 
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STORE, WINDOW AND DISPLAY 
LIGHTING 


[Continued from page 76] 


brightness and color pattern ot 


ceiling, walls, displays, 


signing a 
ensemble 
that is consistent with the type 


the store 
luminaires 
of store and its merchandise, harmonizes 
with the architectural and decorative and is 
with the bright 
ness and color patterns of the displays. 
The third “A” 
way: Architectural 
ensemble; brightness pattern of store 


appropriately coordinated 
might be summarized this 
lines; color pattern of 
store 
walls and ceiling: 


ensemble; brightness of 


brightness of luminaires; brightness ac- 
cents 

Brightness patterns that sell merchandise 
result when the three A’s are intelligently 
applied to a store interior. 

When a 
the store are ot the same brightness, no one 
attracts attention over another. But 


number of objects or areas in 
when 
brighter than another, shop- 
instinctively directed to 

possible, therefore, by 


one object is 
pers’ attention 1s 

the brighter. It 1s 
creating steps in brightness in the store to 
draw attention to the important 
displays which the merchant wants the shop- 


areas OF 


pers: tO see. 

Stores with well-balanced brightness pat 
draw attention to 
items, but also create an atmosphere that 1s 
both Merchants 


are fully aware that shoppers are complete 


terns not only specific 


pleasant and stimulating. 


lv free agents who stop and shop, or go 
elsewhere, according to their slightest likes 
or dislikes. They will stay and shop if thei 
interest Is intrigued, 1f there are interesting 
things for them to see, and if it 1s a com- 
tortable They 


g@0 elsewhere if the store is dull and monot 


and pleasant place to shop. 
onous, if it requires visual effort for them 
to find something of interest, or if the serv- 
ice is slow and inefficient. 

tootcandles 
reflectivity. 
in stores that are uniformly 


Brightness is the product ot 
falling on the object, and its 
That is why, 
lighted, the 
higher 


light-colored) objects) have a 


brightness and consequently draw 
This can 
light 


providing 


more attention than darker ones. 


be compensated tor by placing more 


on the darkes objects and by 


lighted backgrounds which command the at 


tention the merchandise deserves. 


How much illumination is necessary? 


Just as temperature is measured in degrees, 


illumination is) measured in tooteandles. 


easily available for meas- 


simple 


read meters are 


uring footcandles and tables are 
published from which desired values of 11- 
lumination can be easily calculated. It is by 
foot candles and the reflecting properties of 
merchandise, wall and ceiling areas of the 
patterns are created 
to obtain the three A’s in store lighting. 


It must be recognized that the footcandles 


store, that brightness 


which would enable customers to “just see” 
are much lower than the amount necessary 
quickly. But in order 
that they may see well what the merchant 
there must be a greater 
number of footcandles so utilized that areas 
lighted in proportion to 
and the degree of attrac 


to see well and see 
desires them to see, 


and objects are 
their importance 
tion wanted. 
Stores vary greatly in the class and price 
range of goods that sell, and in the way they 
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are displayed. Variety stores, handli 
medium and low-priced items, usually d: 
play theitr wares on open tables, counte 

and shelves. The lighting that is most u 

ful for unifo1 

general lighting, of a high footcandle value, 
supplemented by plus-lighting for special 
displays. 

Many stores sell items that have 
a wide range in size, color, and price and in 
the profit made on each. 
with benefit, apply the 
shown. 


stores of this group is 


other 


These stores can, 
range of values 

The footcandle values are graded to satis 
fy the normal visual requirements that occur 
il various areas and to create differences in 
which will be effect- 
ive for the indicated 
Whether or not the circulation and = mer- 

lighted to different 
the arrangement and 

In those stores that 
well-established and = widely-spaced 
counters, the lighting outlets can 
often be located to put more of the light on 
merchandising areas and less on the circu- 
lation spaces between. 


brightness of a degree 
purposes already 
chandising areas are 
levels upon 

spacing of sales tables. 


depends 


have 
rOWS of 


To summarize the application of the three 
A’s in treating a store ensemble to create 
interest and attention and action 
let's take this shoe (demonstrating) 
What lighing should be used where the cus- 
tomer views shoes ? 


central 


store 


Shoes come in a varie- 
many 
finishes and textures. Color and form, then, 


tv of styles and models. ot colors, 
are the qualities to be emphasized both in 
the displays and at the point of fitting ot 
inspection on the buyer's foot. 

The selling area is the section where the 
seats are located. There is plenty of dii- 
light over the entire selling 
from the lines of fluorescent fixtures. These 
units give long highlights on leather = sur- 
illumination supplied by 
them is sufficient, it will reveal the texture 
and workmanship of all materials employed 
In addition, sales persons can quickly read 
labels on boxes because a satisfactory pro- 
portion of the light is directed to the ver- 
tical Then filament lamps _ pro- 
duce spot highlights and the color quality 
gives browns and reds the more usual rendi- 
tion. As far as providing lighting for buy- 
ing shoes is concerned, the combination is 
entirely adequate. 


fused space 


faces and it the 


suriaces. 


However, this owner insists on a pleasant 
atmosphere and some degree of individual- 
ism tor his store. Furthermore, he wants 
to call the customer's attention to additional 
styles of shoes and accessories which were 
not in her mind and which she had not 
previously planned to buy. So his architect 
incorporated these elements, each with light- 
ing. The displays around the 
perimeter, all invite attention, and the touch 
of colored light in the decorative cove con- 


cases, the 


tribute further to the atmosphere of the 
place. 
When he puts these all together, the 


elements are coordinated for a modern sell- 
ing interior. The owner is not so much 1n- 
terested in the initial investment as he 1s 
in whether the annual cost is a sound sell- 
ing investment. 

This type of analysis can be as usetull) 
applied to many other articles of merchan- 
dise, small as well as large. 


Here is silverware (demonstrating). Its 
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I'd like to meet you—when in 
New York, drop in—only min- 
utes from Hotel New Yorker. 


SEE OUR FULL LINE — 
INCLUDING OUR "BRAND 
NEW" NUMBER — GLASS 
BUBBLES (and in colors, too.) 


MALROS COMPANY 


509-11 HUDSON ST. 
bet. West 0th & Christopher sts. 
NEW YORK CITY 14 











ANAGLYPTA 


(simulated ornamental plaster) 


IT’S UNIQUE 


a molded rag stock, light in weight, 
flexible, pliable and durable. 100 uses. 
Indispensable to the display man. 
Hundreds of designs, including Cornices, 
Moldings, Decorative treatments and 
backgrounds. 


Imported in period and modern architec- 
tural designs. 





METAPHANE 
—the new wall covering in silver and 
gold, ideal for showroom coverings 
and backgrounds; durable; washable. 
Large variety of designs. 








SAMPLES ON REQUEST 
Write Mr. Ryan or Mr. Ferreri 


W.H.S. Lloyd Co., Inc. 


Sole Exclusive U. S. Agents 
48 W. 48th St., New York City 19 
Offices New York, Chicago, Boston, Newark 














USE THIS 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch CASH WITH ORDER 
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appearance, too, is largely determined by re- 
flection of a lighted ceiling plus the high- 
lights from reflecting the linear lamps con- 
cealed here, 
the appearance shall not change too much 
when the articles are taken from the shelves 
luminous panels 


forward and above. So that 


and shown on the counter, 
are employed in the ceiling. 

For glassware and other transparent ar- 
ticles a quite different solution is required 
to emphasize their desirable qualities. Let's 
examine a transparent article like 
ware. Form is accentuated here by light- 
ing from below and behind, accentuating 
edges, providing good contrast between the 
objects and the background. For cutware 
and simpler pieces as well, highlights from 
filament and other small sources impart life 


glass 


and sparkle. 

For accomplishing the three A’s, lighting 
designers have today light sources covering 
a wide range in light output, sizes, shapes 
and color. These, with the many good con- 
trolling equipments 
used design information, make it possible 
to lay out such lighting systems. 

New, versatile and efficient lighting tools: 
Filament lamps are available in numerous 
sizes and shapes and methods of light con- 
trol to perform specific lighting functions ; 


available and_ easily 


silvered bowl lamps make possible simple, 
efficient, indirect luminaires that do not col- 
lect dirt quickly, and are easy to clean; 
semi-silvered bowl lamps that have a direct 
lighting component for highlighting mer- 
chandise; spot and flood lamps, both hard 
and soft glass, and showcase lamps _ that 
carry their own reflector on the inside bulb 
surface; lumiline lamps of small diameter 
and bright to the ends, that can be tucked 
into space of small cross sections and serve 
many decorative purposes. 

Fluorescent lamps have broadened their 
usefulness in the store by the addition of 
diameters, 
longer, 


lengths, shapes, 
tints, colors; “Slimline” lamps, 
thinner, quick-starting, of higher efficiency, 
with lengths selected to fit inside stand- 
“Circline” lamps, fluorescent 
which will have 


lamps of new 


ard showcases, 
lamps bent into a circle, 
interesting applications in lighting fixtures 
and for novel displays. The development 
of ballasts and accessories has paralleled the 
development of new lamps. 

The lighting equipment 
have kept pace with the broadening line of 
both filament and fluorescent lamps in the 
design of new luminaires for them. They 


manutacturers 


have announced fixtures that are efficient, 
that are simple to relamp and clean, and 
wide range of equipment with types of light 
distribution geared to store modernization 
and visual merchandising. 

This (demonstrating) illustrates a trend 
in fixtures, the general lighting component 
from fluorescent lamps. Adjustable units 
built into the fixture incorporating  pro- 
jector lamps, such as this in a gimbal ring. 
These may be aimed to accent counter, wall 
or feature displays. They are arranged on 
separate circuits so they may be used for 
after store hours display. The warmer 
color of filament light also serves to give a 
pleasing emphasis when the store is open. 

“Slimline” lamps, built into panels and 
coordinated with the interior architectural 
pattern, do much to establish the bright- 
ness pattern in this store. The interior be- 
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comes an integrated display. For merchan 
dise close to the front, show window light 
ing is effectively employed (300 footcandles 
While the store is all on display, the close 
up bright features do the quick selling jol 

In tact, the show window is an outsid 
salesman. It is the visual on-the-spot lin 
between the merchandise sold inside and tl 
thousands of potential customers who walk 
or ride past each day. If it is well done, 
it tells them of the kind, quality and valu 
of goods to be found inside, shows them 
samples of the newest in styles and colors 
reminds them that here is where they can 
purchase the items they saw in the news- 
paper or other advertising, perhaps chal- 
lenges comparison as to price and quality) 
and courteously invites them to enter the 
store for a more complete shopping tour. 

The selling power of the show window 
is multiplied when it is well lighted. 

Three-second selling is speed selling of 
ideas to fast-moving traffic past the show 
window. 

The commonly accepted, and undoubted) 
ideal, function of the show window is to 
stop pedestrians, show them the merchan- 
dise, create the desire to own, and thereby 
lead them into the store to purchase. It 
must be recognized, however, that the actual 
stopping power of most windows is less than 
20 per cent. 

This means that 80 per cent or more ot 
the pedestrians pass without stopping. At 
the average walking speed, and for the av- 
erage window length, the passing time is 
about three seconds. 

Brightness is the answer to these and 
other problems of making the show window 
sell merchandise to fast-moving traffic, by 
the combination of high footcandle values 
on light-colored merchandise or 
grounds. Reflected images of bright sky 
areas, buildings, and sidewalks as seen in 


back- 


the show window surfaces have always been 
a problem, but here again competing bright- 
nesses of merchandise inside the window 
will allow the merchandise to be clearly) 
Secn. 

Open store fronts, such as the sporting 
goods store, in which the entire store in- 
terior becomes the show window, may be 
widely used for many kinds of stores. Be- 
cause of the daytime reflected images on the 
large-area plate-glass front, the entire store 
interior will need to be of a high bright- 
ness to make the open front successful. 
Some open front stores will have displays 
just inside the window. For these the show 
window lighting will consist chiefly of well- 
controlled adjustable spots at the ceiling, 
shielded so as to light the display but not 
to be seen by customers in the store. 

It isn’t necessary to tell this group the 
principles to attain the objective ot three 
single ideas; 


background; 


second selling. They are: 
strong silhouettes; simple 
color; brightness balance. 

To attain these most effectively show 
window lighting needs these units and 1n- 
dividual lighting units such as_ thes¢ in 
order to have flexibility to fit any type 0! 
design. 

In many lighting 
designed either in displays or in the entire 
store for the specific merchandise to pre- 
sent the best appearance of the article 
automobile show ro‘ 


instances, should be 


Let's consider 


M 
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‘chan . arge manufacturer of automobiles re- 
light e:ily came to my office with the problem 
idles i vow his dealers’ show rooms should be 
close ig) ted. To establish some basic require- 
g jol ments, [ asked how they wanted the car to 
utsid lo in the show room inasmuch — as the 
t lin ppearance desired would determine to a 
id tl ul extent the kind of lighting to use. 
Wal rl manuiacturer’s representatives were 
don it sure, except that the car should appear 
valu t its best. Did they mean the way it ap- 
the: neared outdoors where it is usually viewed? 
olors. werent sure; there seemed to be a 
vy can ifference of opinion among them. For the 
news ack of some better approach, I proposed 
chal- that perhaps an artist's rendering made for 
lality, magazine advertisements would give 
r the t appearance they wanted to. present. 
yur. hile they hadn't thought of it that way 
ndow efore, they agreed that was the best speci- 
ion. In preparing renderings for ad- 
iz of rtisements, the artist has, to a large ex- 
show tent, control over modeling and highlights 
as to place emphasis wherever he wants. 
sted he trim of polished metal has a lively ap- 
are earance. This is the way the car is pre- 
chan- sented in most renderings (demonstrating). 
ereby For comparison, here is a another ad of 
e. It the same company (demonstrating). It is a 
ictual eproduction of a “Kodachrome” photo- 
than sraph. This is the way the camera sees the 
inder flat lighting. The composition THE CURTAIN IS UP! 
re ot nd color are good and I assume that it ts THE STAGE IS SET! 
, At isc features that are depended upon for 


SEE OUR NEW LINE 
DESIGNED BY GOBBI 
ON VIEW MARKET WEEK 


rest in the ad rather than the detailed 
ppearance of the car. You see what hap- 
ens to the form of the body. It is flat in 


and ppearance and the metal trim is dark. AT OUR NEW YORKER 
ndow In order to determine a method of lighting SHOWROOM No. 552 AND 
c, by otor cars, let’s start with a study of the AT OUR NEW BUILDING 
‘alues aracteristics of the elements that go to 404 - 6th AVENUE ¢ 
back- ake up its appearance. The body has a 
t sky zlossy or semi-polished finish. It may be in 
en in number of several colors or in grays 
been lacks. It has numerous changes oi 
-ight- ntour. For trim, it has polished metal. 
ndow First, let's study the surface. Here is a 
early mple of metal with a finish similar to that 
ar (demonstrating). We will place it 

rting this trame so we can light it in several 
e in- a\ First, we have a white ceiling on 
y be ich light is projected to simulate indirect 

lumination. Because of the semi-polish 
n the he sample, its appearance is influenced 
store the surroundings. For example, the ceil- 
‘ight- sis reflected in both the upper and lower 
sstul. rt ot this sample, which represents a sec- 


plays ton of the body surface. That portion re- 
show lecting the ceiling pattern is brighter. Note 
well- it is also less colorful. We can say 
iling, ( lors appear diluted because of the 
t not line brightness. This is how the top, the SH OWCA RD BOA RD 
nd the upper part of the fender get 3 
the ir brightness. The same thing happens, Available from Stock 
hree rse, with darker tones, such as this. 14 PLY, 28 x 44 — WHITE AND COLORS 
\s i. matter of comparison, let's look at Suitable Water Colors and Silk Screen Process—Cutting to All Sizes 
finish of the same color. See what 
- It reflects the light, in all direc- METAL FOI L PAPERS 
lf we put it alongside of the pol- 
nriace, they oth appear nearly the | 1 In Stock — | Ply — 2 Ply — 3 Ply; Rolls — 26" wide, 25 ft., 50 #¥., 100 ft. — 
t the top where the polished one is 
Se ee ee Sheets 26 x 20 and 26 x 40 


g the reflecting of the ceiling toward 


lowever, note that the vertical part WRITE FOR SAMPLE BOOKLET 10! D 

surface is much lighter. The same 

lds true for the lighter panel. S H O 4 S I N PA Pp E R C O M PA N Y 
the body surface reflects its sur- Manufacturers and Converters of Paper and Cardboard 


es, if we change the ceiling pattern, 112 CHARLTON ST. WOrth 4-6038 NEW YORK 14, N. Y. 


tarance of the panel should also 
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Now Ready! SCROLL -TEX 


The ultimate for scroll signs, window cards, art sketches, paper 
sculpture, show-case trimming, etc. 


SHEETS---SIZE 26""x40"’ $18.00 per 100 
(Assorted as desired) 
White Samar Teal Blue 


14 Cocoa Wild Rose India 
Moss Green Silver Gray Marine Blue 


COLORS Terra Cotta Powder Blue Lemon 
Claret Old Gold 


SAMPLE BOOK AVAILABLE 











VISIT OUR EXHIBIT 
BOOTH 17 
Ohio Display Association 


Conference and Exhibition 


CARTER HOTEL, CLEVELAND, OHIO 
MAY 24-25-26 





SOLE INTERNATIONAL DISTRIBUTOR 


-- Plastex -- 
BRICK—STONE—WOOD VENEERS 


See Our Sample Books at Your Local Display Jobbers 


W. C. HURLOCK 


4105 TAYLOR AVE. DREXEL HILL, PA. 





















































hange. For the white surface which rep tion in relation to the car may be important. 
resents the ceiling of a showroom, let’s sub- If they are crosswise to the axis of the car. 
stitute this pattern of white and gray stripes this pattern may be produced (demonstrat- 
They might represent fixtures or luminous ing). 

panels with the usual relatively dark sur The effect is better if they are parallel 


rounding ceiling areas. The metal panels to the length of car as the band of highlights 






take on the same pattern of brightness emphasizes the streamlining. The least dis- 

Ii we now look at the matte surface, we traction results from the directly lighted or 
see no change except it 1s lower in value luminous ceiling Which is a simple uninter- 

brightness than when the whole ceiling rupted area; so let’s use it again. We may 
was light because less light 1s now reaching — select it for over-all brightness of the 
it. This leads to the conclusion that, quite upper surface, setting the key as you might 
aside trom the amount of light, the arrange say. Now to obtain the highlights such as 
ment or pattern of light on the ceiling plus in the artists’ rendering, we might intro- 
the character of the fixture are highly im duce a brighter line placed to emphasize 
portant in determining car appearance fender and body lines as well as create 

For example, suppose lines of light are small highlights on polished chrome = such 






used in or on the ceiling The loca-, as bumpers, hub-caps, door handles, ete. 
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Here is the brighter line alone—then wi! 
ceiling added. While the polished orna- 
ment picks up a reflection of the line source 
—to really “snap them up” a spotlight may 
be brought in like this—here’s a brown fin- 
ish and polished material. 

That completes the picture I have to pi 
sent today. You have some idea of the 
variety ot light sources and of some of the 
lighting units and ideas that the merchant 
has at his command for modernizing his 
store for greater sales and profit. 

The versatility of light gives the display- 
man greater opportunities than ever befors 
to make his creations play a more and more 
effective part in successful merchandising. 

And, by applying the three A’s of. stor 
lighting, the merchant has the most profit- 
able lighting he can own. 


National Window Display Contest 
In Tie-Up With "Heartbeat" 

In a far-reaching motion picture promo- 
tional tie-up, more than 350 of the leading 
department stores and women’s apparel 
shops in the United States have been lined 
up in a nation-wide window display con- 
test by RKO Radio in behalf of ‘“Heart- 
beat,” starring Ginger Rogers. 

Starting May 10 and closing November, 
1946, the contest is being co-sponsored by 
RKO Radio and Pat Hartly Company, New 
York City, manufacturer of the “Heartbeat” 
dress which is distributed nationally through 
stores holding exclusive franchises in their 
localities. 

Details of the contest provide for the dis- 
play of stills, posters, and other advertising 
matter on “Heartbeat”, tieing in with the 
picture's first-run play-date in each of the 
cities participating in the contest. 

The Pat Hartly Company will award to 
the competing stores 23 prizes of United 
States savings bonds for the best window 
displays, ranging from a first prize of $500 
down to a twenty-third prize of a $25 bond. 
All entries, consisting of photographs and 
descriptive data, are to be sent to the 
“Heartbeat” Contest Editor, c/o DISPLAY 
WORLD, Cincinnati 1. The judges are D. 
Allyn Garber, editor and vice-president of 
the Department Store Economist; Dana P. 
Vaughn, dean of the Cooper Union Art 
School, New York City, and R. C. Kash, 
editor, DISPLAY WORLD. 


Offers Booklet 
On Lighting 

“How To Get The Most From Fluorescent 
Lighting” is the title of a booklet being 
offered by Day-Brite Lighting, Inc. It tells 
what to look for and what to avoid in 
planning a fluorescent lighting installation. 

The eight-page illustrated booklet con- 
tains a 13-point check list to help in choos- 
ing fluorescent fixtures that produce maxt- 
mum lighting efficiency at minimum operat- 
ing and maintenance expense. Copies can 
be had from Day-Brite Lighting, Inc., 541] 
Bulwer avenue, St. Louis 7. 





— 





Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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eo J Se Just what You've Waited For--- 


, $Ource 


| Ly . 
oles. Every display man should have a complete set of tools. Duo-Fast 






wn fin- i 

COMPRESSION TACKERS are ideal for window trim, posters, 
to pre- " table coverings, backgrounds, valances, point of sale advertising 
ot the ( and dozens of other uses around the store. Also used for at- 


THE NEW taching receiving tickets, inventory tags, etc. 
TACKS IN EXACT SPOT. 
Feeds and drives double pointed Duo-Fast Staples AUTO- 


erchant 


ing his 


- of the \ 






















lisplay- ' . 
th MATICALLY. You'll need the compression tackers for all your 
id more prevision tacking. Model CT 830 uses 5/32" to 3%" narrow 
ising. staple wire. CT 850 uses 14" and 3%" heavy wire. Has low 
f stor Ne pressure, strong drive power, and is easy to operate. _Expertly 
profit- : built with bright plated finish. 
DUO-FAST HAMMER TACKERS wT. Wa 
° . 7 Y 4 
Used for making up display panels and heavy duty construction tacking k Eis HT 755 = a 
promo- for display equipment. Duo-Fast Hammers drive heavy-duty staples into oak q : 4 Y 7) Wy 
leading and hard woods and many grades of masonite. > a / 
apparel There is no end of uses in display factories, department stores, and << 
« teed even small stores find them time and money savers. — 
saat Used in the shipping room for attaching various shipping tags to wooden 
‘Bs. re boxes etc. Used by manufacturers for attaching light wood, cloth, card- 
en:5 board, and leatherette to base materials. The Duo-Fast Tackers com- 
pletely replace old fashioned hammer and tacks. 
vember, Feeds and drives Duo-Fast Staples with the ease of a light hammer 
red by stroke. One hand operation—low fatigue factor—expertly built and fully 
y, New guaranteed. 
irtbeat” Model HT 755 uses heavy 3@"' to 9/16" Duo-Fast staples and is used 
through for driving into harder materials. Standard Model HTX 50 uses 1%" and 
n their 3g" staples. Write for folder today. SPECIFY YOUR REQUIREMENTS. 
a FASTENER CORPORATION 
ortising 848 FLETCHER ST. CHICAGO 14, ILL. 
ith the 
a DISPLAYS THAT 
yard to 
United 
a “Sparkle” 
of $500 
5 bond. 
hs and ~ as ; ‘ ; \ ¥ 
o Sparkling interior and window displays are easily 
-PLAY and quickly made with FLEXGLASS .. . the 
weal glass that bends. Here the Sel Mor Garment Co.., 
lent of St. Louis, has used Rose Mirror Flexglass with 
ana P. spectacular effect. 
yn Art . - ° 
Kash. Flexglass is real glass, cloth-backed and cut into 
squares or rectangles to produce a pliable sheet. 
Remarkable effects are obtained in using Flex- 
glass to cover round and gracefully curved dis- 
play fixtures. 
rescent Pp 
being The counter to the right of the photograph is 
It tells covered in Flexwood, real wood that naturally 
oid Mm surpasses the charm of all imitation weod fin- 
— ishes. It is so pliable it can be wrapped around 
con- . 
chou a pencil. 
| These beautiful combinations bring glamour that 
he pe commands attention to windows and interiors. 
es § 
>, 5411 . 
— [Anal 
at [ Wo 
ews NY 
- The Glass That Bends 
ges, 
os UNITED STATES PLYWOOD CORPORAIOTN 
iny- 


55 West 44th St., Dept. F New York 18, N. Y. 




























HARD - TO - GET 


CHROME METAL 
RACKS and 
FIXTURES 


NOW IN STOCK 
AT 


Champion Display 
Material Company 


1417 FOURTH 


SEATTLE 1, WASH. 


FEATURING 


L. A. DARLING 


FIXTURES & MANNEQUINS 











DAVE says, 


| “HOWDY 
DISPLAYMEN” 


DISPLAY MARKET WEEK 
JUNE 24-28 





A 


DISPLAY FIXTURES 
MANNEQUINS 
GARMENT FORMS 
WOOD DISPLAYERS 
LUCITE FIXTURES 

SKIRT & SLACK RACKS 
DISPLAY NOVELTIES 


DISPLAYLAND 


DAVID WEINBERG 


More than Thirty Years’ 
Experience in Display 


117 West 3lst St. New York City | 
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PSYCHOLOGY OF SEEING 
[Continued from page 57] 


ciples of behavior. This applies to any of 
the established sciences and no less to that 
of advertising and merchandising. 

Many publishers, advertisers, advertising 
display 
lighting engineers and optometrists are tak- 


agencies, managers, merchants, 
taking advantage of this approach to visual- 


Not only 


are these institutions taking advantage ot 


ize their merchandising problems. 


this service to aid them in solving special 
problems peculiar to their merchandising 
business but are making this type of re- 
search a permanent part of their business 
and industry. 

This is as it should be; every institution 
of consequence such as medicine, industry, 
education, engineering or business, provides 
a research department as a substantial part 
of its enterprise. 
laboratories — their 
problems are scientifically analyzed and, 
based upon their findings, new procedures 
are instituted and new policies established. 


In these respective 


It is only by this form of intensive research 
that an institution can grow and project its 
thinking ahead of its present operations. 
In order to account for human behavior 
even primitive peoples attempted to find a 
casual relationship between external forces 


and the characteristic behavior of man. 
Magic, it was believed, would dispose the 


physical elements favorably toward ind1- 
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viduals or groups. To accomplish this en 
these peoples employed astrology, phrenolo 
ey, physiognomy, palmistry and many oth 
pseudo-sciences. They sought cues an 
signs and upon coincidences and exceptior 
they based their interpretation of why thing 
happened as they did. 

While science and a knowledge of tec] 
nology have changed many of these cor 
cepts, modern man is still swayed by thoi 
sands of superstitions which have no scic 
tific basis for their acceptance. The medical 
profession, for example, needs continually to 
guard against the quack who takes advai 
tage of a client who believes he is if when 
in reality he is not and cures him by som 
mysterious technique. Psychologists are 
well aware of the charlatans who pose as 
psychiatrists to aid the maladjusted and 
psychopathic personalities, but accomplish 
nothing constructive except to extract an 
exorbitant fee for their services. 

We trequently hear the doctor or the law- 
yer or the business man say he uses psy- 
chology in his profession or business. He 
means, of course, that he is dealing with 
people and that he is adjusting his behavior 
to their beliefs and interests. He has been 
living with people and hence has acquired 
some notion of human behavior under cer- 
tain conditions. With all the knowledge he 
about 
experiences he has accumulated 


has gained human conduct from 
everyday 
many ideas which have no scientific basis 


for determining his adjustment to them and 


Remember Back When... 















...Figures like these were 
the last word in manne- 
quins. They were made by 
the French Wax 
Company, Milwaukee, back 


Figure 


in 1921 and the company 
said of them: ‘'True ani- 
mation and vivacity! Every 
one of our figures has a 
real personality that ap- 
peals to people of good 
taste. They are gracefully 
slender with straight lines, 
pleasingly natural without 
being stiff. The arms are 
adjustable and the feet are 
placed in naturally easy 


and graceful positions — 
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msequently their adjustment to him. He 
is developed snap judgments, pet phrases 
ich as “Artists are temperamental,” “Men 
e more punctual than women,” “You can't 
ach an old dog new tricks.” These as- 
imptions and stereotyped concepts stand in 
s way of making the most of the situation. 
ilse labels have caused many an_ intelli- 


nt enthusiast to starve as a result of the 
diet he recommends for his clients. 

Most fishermen use a great variety otf 
rtificial flles of many colors when casting 

trout. While this seems reasonable and 
sential for all intents and purposes, it has 
heen scientifically established that trout can 

t see these colors or any combination of 
colors below the surface of the water. But 

to tell this to. fishermen! Even if they 
cept the evidence they still experiment 
with numerous colors! 

Beliefs in advertising and advertising me- 
Over a 
wriod of years Dr. Brandt discovered that 
he convictions and support of phenomena 
ich have no. scientific basis are greater 
in those which are based upon scientifical- 
verified facts. 


ia are in this same category. 


rhe time is here when those in the dis- 
lay and selling field must stop speculation. 
(Gzuess work must be replaced by methods 


which have proved fruitful in such sciences 
physics, chemistry, medicine, and en- 
vineering, and a long range program must 
planned and followed in order that 
lisplay, advertising and selling, too, may 
proceed on a scientifically sound basis. 


he next 10 vears will witness 
trides in all forms of advertising and mer- 
chandising. Thousands of new products 
will be placed on the market, new forms 
advertising and merchandising will re- 
ce old methods, competition will reach 
i new high and it will be a test of the sur- 
al ot the fittest. 

Only to the extent to which those re- 
nsible for advertising and merchandising 
loy methods of analysis which are scien- 

titically sound will they weather the survival 
Our only alternative is a long range, 


great 


integrated research program. 





Aluminum Roll-Up Awnings 
For Store Windows 


\n aluminum store awning that automati- 
rolls up into a neat compact roll at the 
of the window has been announced by 
minum Awning Company, 389 Meadow 
Ruthertord, N. J. 
imed “Alumaroll,” and made of 100 per 
non-corrosive aluminum, it rolls up 
like a canvas awning, with increased 
of operation, attractiveness and dur- 
ty being claimed for it. The awnings 
so designed as to eliminate sagging, 
nking or stretching. Finished in a pro- 
baked aluminum 
are available in a range of colors to 


ve coat of enamel, 
onize with any store exterior. 


Cieveland Displayman 

ls Dead; Was With Bailey 

neral services were held in Cleveland 
\pril 30 for Frederick A. Olson, for the 
40 years with The Bailey Company in 
us Capacities, and display manager for 
mmpany’s three stores for the past few 


The widow survives. 
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CHANGEABLE 












Attractive pricing of merchandise 
means more than the price itself. 
Eureka holders compel attention 
and display your prices with irre- 
sistible buy appeal. 


Distinctively embossed in gold or 
silver foil, they're bright spots for 
all store promotions—for window, 
counter, shelf, or showcase. Ad- 
justable too for easy reading at any 
view level. 







To cover all price changes and 
ranges, each box contains 20 die- 
cut and scored holders (2” x 
252’) with 440 figures from 0 to 


PRICE CARDS 


FOR DISPLAY 
BUY APPEAL 





Special Price Card 
mark. Write ys 





Ss Made to Order 
Mpany or trade 
for information. 





9. Includes signs for dollars, cents 
and decimals. Prices appear in 
high-visibility black on matching 
gold or silver grounds. 





poocococortrtrr rrr ornare ccc se ees sees ee 





ORDER FROM YOUR JOBBER TODAY! 


EUREKA) 


EUREKA SPECIALTY PRINTING CO. 


STATIONERY DIV., DEPT. DW 
11 W. 42nd Street * New York 18, N. Y. 





seed 


OR WRITE DIRECT 


hee cee cee cee cee ee ee ee ee ee ee ee ee ee ee ee ee eee ee ee ee ee ee ee ee wee we ee wee ee ee wee we ee we wee we ee en we we en ee ee ee ee ee ee ee we ee oe 












LOS ANGELES 7, 





DISPLAY EFFECTS 


Characterized Creations 


2474 W. WASHINGTON BLVD. 


Phone Rochester 2484 














CALIF. 
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Here is the RIGHT WAY 
to Display Price Signs 





VER OFFER: We will BUY 12 KING PINS and 
serd them to you PREPAID! (See below) 











“Necessity is the Mother of Invention” 
and the King Pin is the result of a real 
need for an “All-Purpose” display pin. 


“UP-RIGHT" 
KING 
PINS 


TINY" "JUNIOR-X" 
Smailest clip-pin Ideal for show 
for cards showing case display of 
stock numbers at little tickets in 
pettom of card gloves, cosmet- 
Box of 100 $2.50 ics, hats, etc 

Box of 100 $3.09 


HOOK-IT" 
KING 
PINS 


No.8 No. 9 


Bul!-Dog'’ Grip A beauty for 
Special for men's women's or men's 
suits Very neat. apparel Better 
Easy to use pin for sheer fab- 

$450 per 100 rics 

$3.50 per 100 


Welded Pin and Clip are made of non-tarnishable 
flexible, mirror chrome plated quality metals 





What Satisfied Users Say 


{ great many Display Directors in lots of 
finer stores all over the country are using 
King Pins. 

They say, “It's A Natural!” because King Pins 
are “bright and shiny, neat looking, easy to 
use, and show off price tickets to their best 
advantage.” 


How to Use King Pins 
gx 4 {] 7 


Ease! 
Reguicr fortlow 45° Dart 
Straight Hanger 


Easel Window Easel 
We want you to know about King Pins too. 
So to help you make some tests with your 
own price tickets we will be glad to send you 
a dozen at our expense Just try them and see 
how nice they are : 


{ll vou need to do is tear out and mail us the coupon 


sith your name on it 


Metal Displays Co, of Chicago 


r) + 
g METAL DISPLAY CO ' 
8 30 N. La Salle St t 
: Chicago 2. Ill ; 
' Please send me ONE DOZEN assorted King Pins pre- § 
8 paid and without obligation | 
' ‘ 
: Send Catalog-Cireular From Chicago : 
! | 
+ From Nearest Distributor send Order Blanks § 
' E 
1 a 
NAMI 
a Ny 
' . 
a NAME OF STORE ' 
Py | 
fir) ZONI STATE : 
Se S22 2 S22 SSeS Se BSB SB SSE O eB ee ee ee ee ee, 
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ODA Neus Netes 


By C. H. FADEM 
Secretary, Cleveland 


HE Ohio Display Association Educa 
tional Conference and Exhibition 
booked for May 24-26 at the Carter 
Cleveland, has than 
Hotel reservations are 


hotel, created more 
state-wide interest. 
coming in from Michigan, Pennsylvania, In- 
diana and Kentucky. 
out 10 days after the contracts were mailed 


on April L; 


The displaymen who are registering for 


Exhibit space sold 





—Ed Osterland— 


rooms are trom every little town and ham 
let in Ohio and other states. This is more 
than satisfying. All in all, the ODA off 
cials are rejoicing over the fact that their 
ideas of a state meeting are going to prove 
a success, and one of the finest moves for 
betterment of the 
Ohio. 

Akron, Canton, 
Columbus 


display profession in 


Toledo, 


clubs are 


Youngstown, 
display 
\nd a very interest 


Dayton and 
coming up in groups. 
ing thing about it is that the wives are com 
Ing too 

The banquet will be a very interesting 
one; the announcing of the new officers and 
pertinent 
entertainment, and a real surprise not to be 


directors; short but addresses. 


announced at this time. A new background 
idea that will startle display will be revealed 
for the first time 

The Ladies Auxiliary will be all decked 
out to greet the wives of visiting display 
men. This will be a banner event. 

\n educational program has been ck 
signed to give to displaymen and merchants 
an insight to the serious study of interior 
merchandising 
with the 


store and window display 


principtes and practices to deal 


basic tundamentals of the many phases o! 
display that will help to reveal new ideas as 
well as interesting and enlightening devel 
opments in the retail store field. Three dis 
play windows will be erected in the con 


vention hall) for competitive individual 
demonstrations 
Top-flight 


people will discuss display problems. 


display 
Dele 
gates will see displays installed by some of 


speakers and = expert 


Ohio's leading displaymen. 
Demon 


competitions for valuable prizes 


There will be 
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show how’ window | bac 

grounds are created and installed in a fey 
minutes. Speed in showcard writing will be 
demonstrated, as well as electric lighting 


strations will 


and color effects. 
Here is the official program : 


Friday, May 24, 9:00 A.M. 
Registrations 
Visit Exhibits 


Friday, 1:30 P.M. 

Call to order E. A. Osterland, 
President, ODA 
Keynote Address Lloyd Jensvold, store 
planning and display director, Seiberling 
Rubber Company, Akron; “What Display 

Means To Retailing.” 
(;reetings. B. W. Newell, sales promotion 


manager, Wm. Taylor Son & Co., Cleve- 
land. 
\ddress Dave Estes, president, Interna- 


tional Association of Display, St. Louis; 
“Importance of Display Organization.” 
\ddress. Harold Weinstock, Sears- Roebuck 
& Company 





--Joe E. Vent— 


\ddress. C. M. Davis, advertising managet 
The May Company, Cleveland. 

\ddress..R. C. Kash, Editor, DISPLAY 
WORLD, Cincinnati; “Display and Post- 
War Planning.” 

Technicolor “Surprise” Film 
Mize, commercial lighting 
Cleveland Electric []luminating Company 

Remarks by Lloyd Jensvold 

\djournment—3 :30) P.M. 
4:00 P.M. 
Meeting of officers and directors of the Ohto 
\ssociation in the Ball room 


5:00 P.M. 


Auxiliary party in the 


By: Wm. A 


consultant, 


Display 
Ladies Sapphire 
room 


Saturday, May 25—9:30 A.M. 
Call to Order E. A. Osterland 
Lloyd Jensvold discusses competitive dem 
onstrations. 
9:45 A.M. 
Individual Competitive Demonstrations 0! 
ready-to-wear. 
Window 1. Display Department, 
Hirschberg, Youngstown. 
Window 2. H. C. Walker, Walker Service 
Findlay. 
Window 3. S. Connelly, The Higbee ©om- 


pany, Cleveland 


Strouss 








h 








erland, 
, ODA 

store 
berling 
Visplay 


motion 
Cleve- 


iterna- 
Louis 
mn.” 
oebuck 


nager, 


PLAY 
Post- 
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» Ohie 
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marks by 
ndividual Competitive 
Vomen’s Sport Wear. 

John Nichols, The Higbee 


Lloyd Jensvold 
Demonstration, 
k marks by 
ompany. 
Window 1. E. R. Webster, 
ompany, Dayton. 

Window 2. G. DeCresie, A. 
\kron. 
\\ ndow Se 

ompany, 


Rike-Kumler 
Polsky & Co., 


Duke 
Columbus. 


Saturday—1:00 P.M. 
Call to Order E. A. Osterland 
Lloyd Jensvold 
Demonstrations, 


Kerstein, The Union 


Remarks by 
Individual Competitive 
men’s wear. 
Window 1. Herb Petch, The Printz Com- 
pany, Youngstown. 
Window 2. Harry 
(Company, Dayton. 
Window 3. Maury L. 
Company, Columbus. 


Brown, Rike-Kumler 


Sultan, The Union 


Remarks by Llovd Jensvold 


Demonstrations 
Dressing Shirt Forms and Accessories 
Maury L. Sultan, The Union 
Columbus. 


Company, 


Draping Effects 
Morris LL. Black, 
Youngstown. 


Strouss Hirschberg, 
Men's Hats 

ilius Schwartz, Adam Hats, Cleveland 
Speed in Showcard Writing 

Bert Zahn, The Sherwin-Wil- 

liams Company. 

Window 1. Eddie Hadjek, 

Company, Cleveland 

Window — 2. 


Remarks by 
Sears- Roebuck 


George Hoffner, Rappaport 


Studios, Cleveland. 
Window-3. Louis Tokar, Ohio Display, 
Cleveland. 

ighting Demonstration General Electric 


representative. 
“Mixing It Up” 


Sciberling Rubber 


Company 


Vindow |] 
Barberton 


Company, 


Window 2. Service, Bill 


Wayne 


Thompson, Cleveland. 


Display 


Window 3. Dress Goods, Jack Zealor, 
Fries-Schuele, Cleveland. 
\djournment—Saturday 6:00 P.M. ODA 
banquet in the Grand Ball Room... . An- 
uncement of New Officers and Direc 


Sunday, May 26—9:30 A.M. 


l to Order EK. A. Osterland 
cemarks by Lloyd Jensvold 
Window Backgrounds and Setups 
Vindow 1. Earl Gasthoff & Co., Danville, 
Vi mW 2 Doert & \ssociates, Ports 
ith 


\ 


v3. Pribil Display, Cleveland 


Reyburn Opens 

New Chicago Plant 

(rr -atly expanding facilities 
yburn Manufacturing Company, Inc., 
elphia, announces the opening of a 
ranch plant at 2030 N. Natchez ave- 
hicago 35. The modern plant, which 
uses Reyburn’s Chicago sales office 

serve the West and 

Western states. The Eastern states 

mtinue to be 


production 


arehouses, will 


served by Reyburn’s 


ictory in) Philadelphia. 
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16 ineh. and 


hands. 


inch. and 20 inch sizes. 


17 Rose Street 


22 inch sizes, as well as standard size 


Why not consult us about your own 


ARE YOU AN OSTRICH? 


Or are you alert to new ideas for good promotional displays? 
Manufacturers and department stores are lauding the results 


obtained by using our mannequins. 


Standard size rubber mannequins are available in 13 inch. 


rubber 


We also make unique rubber reproductions in any design that 


you like, and in unlimited quantities. 


Also available are plastic wood mannequins in 12 inch, 15 


particular idea? 


Write, phone, or wire. 


LATEXTURE PRODUCTS, INC. 


New York 7. New York 








4 
4 


> 


bet Sparkling Display Effects 
* DIAMOND DUST } 
e SILVER FLITTER 


e CRYSTAL BEADS 
e GLASS TINSEL 


Glass Tinsel is available in Silver, Gold, 
Blue, Green, Red and Black 


Prices and samples furnished upon request 


EMPIRE TINSEL & BALLOTINI CO. ; 


1265 Broadway New York, N. Y. 















Rich HLywoods 
GIVE DISPLAYS 
NEW DRAMA! 


Emphasize quality or style in merchandise by 
using fine natural plywoods in your displays — 
Mahogany, Walnut, Curly Birch, Bird's Eye 
Maple! Wide assortment of panel sizes and 
thicknesses. Send today for catalog of special 
plywoods and materials for display builders. 


CARMEN-BRONSON CO. 


165 EAST 3*° ST DEPT. 5-0 Wieess a lel. ms 








@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 










6 
SIDE VIEW 





“Papier Mache” Men’s, Women’s, and Children’s 
Forns made by hand by experienced Mannequin 
Manufacturers. Finished in Papier Mache or Man- 
nequin composition. Price list and description sent 
on request. 


NATIONAL ART STUDIO 


Subsidiary of 
NATIONAL MANNEQUIN MFG. CO. 


308 South Market Street Chicage 6, Illinois 
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All types of flags for 
window and store dis- 
play purposes. Imme- 
diate deliveries in all 
sizes and materials— 
grosgrain rayon, taf- 
feta, and standard 
bunting. Also, special 
sizes and types made 
to order. 


Write For 
Illustrated Price List 


All types of patriotic decorative 
materials, flag sets, flags of all na- 
tions, etc. Write today for our 
prices and free catalogue. 


REGALIA MFG. CO., Dept. 64, Rock Island, Ill. 
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IS A "CREATIVE ARTIST'’ WRONGED 
WHEN DISPLAY USES HIS STYLE? 


[Continued from page 8o] 


an article in the December, 1945, DISPLAY 
WORLD magazine, by Mr. Franz Gobbi, lately 
display manager of DePinna’s and now 
owner of Zaria Studios. Mr. Gobbi there says 
influenced one dis- 
slowly but 


that “modern art has 
after 
today almost 

York has used modern art in 

And Gob- 


play director another, 
steadily, until 
store in New 

display in one form or another.” 


every large 


bi further says: 
“Gene Moore of Delman's, Robert Piche- 
not of Lucien Lelong, and Joe Martin, form- 
erly with Macy's, are three displaymen of 
impeccable taste who prefer the more de- 
Eugene Ber- 


Each has 


cadent neoromanticists like 
man and Pavel Tchelichew. 
achieved wonderful success in creating the 
depth significant of 
artists, using in some cases swag draperies 


atmosphere and these 
of plaster, crumbling columns and decayed 
walls combined with sombre, sensitive color- 
ing. Warren Franklyn ot Tourneau’s used 
a Picasso idea recently, an abstract head of 
wood and wire with a Tourneau watch for 
Franklyn was also responsible tor 
Lord & Taylor's 
Each mobile 


an eye. 
the unusual mobiles in 
main floor some months ago. 
and displaved gloves, 
The effect was highly 
influence 
artist, 


was made of metal 
hats and jewelry. 
amusing and the 


from the modern 


decorative and 
was obviously 
\lexander Calder. 

“Through the past at DePinna’s my win- 
been influenced by Braque, Ger- 
Klee. A recent set of windows 
Pierre modern 
painter whose work lends itself well to dis- 
form and abstract de- 
vivid and unexpected 
pertect foil for 


dows have 
man and 
was influenced by Roy, a 
unusual 
with 


play. His 
signs combined 
color combinations are a 
summer dresses and accessories.” 
These some of the thoughts and 
authorities Mr. Leuer had in mind when he de- 


signed the Jay Thorpe windows the Museum 


Were 


complains about. It therefore. as we said, 
surprised us to learn that the Mu 
Davis (and perhaps Mrs. Whit- 


should even countenance an effort to 


greatly 
seum and Mr. 
nev) 
discourage the extension of the influence ot 
Mr. Davis and other great modern painters 
into the very artistic field of fine window dis- 
plastic art to 
people often and 

belie ve, than does any 


play, which brings creative 


the generality of more 
effectively, Wwe 
other medium. And we can not but feel that 


the Museumand Mr. Davis somehow tailed to 


MOS 


give tull consideration to these ideas when 
their complaint, which we think 
so clearly conflicts with the liberal aim of 
the Museum and of modern art. 


the \ made 


Miss Newmeyer complains of our use of 
fine art in connection with selling merchan- 
dise (fine clothes, to be specific) ; but, as 
Santayana says in his “Reason in Art”: 


“Works may not-be aesthetic in their pur- 
pose, and yet that fact may be a ground for 
their delightful in execution 
and doubly beautiful in effect.” And as for 


Miss Newmever's criticism of our use of Mr. 


being doubly 


Davis’ style and ideas as a sort of plagiar- 
ism, as might Mr. 
criticized tor what vou vourself sav he con- 
“picked up.” in the way of stvle 


well Davis be similarly 


sciously 


methods “from his) Euro- 


techniques, and 
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pean exemplars,” Duchamp, Pichabia, Vil/o1 
and others; and tor what you 
“Leger’s influence in Davis’ work” and “de- 
finite similarities of conception recog: 
nizable between his ‘Apple and Jug’ of 
and Leger’s work of the same period, suc! 
as ‘Le Siphon.’” (“Stuart Davis,” by James 
Johnson Sweeney, Museum of Modern \rt 
1945, p. 13.) 

On the whole we hope, in the 
these suggestions, that you will now agre 
with us that the Museum’s complaint was 
an unhappy reversion to the narrow idea oj 
art as something to be kept and 
museums. We ask again with Santavana 
“What we call museums—mausoleums, rath- 
er, in which dead art heaps up its remains 
—are these the places where the muses 1 
tended to dwell? We do not keep in show 
coins in the world 


light oj 


seen i 


\ 


cases the current 
living art does not produce curiosities to b 
collected, but spiritual necessaries to be dii 
fused.” We make 
Mr. Davis’ and any other art to improve ai 
vivify ours. Specifically, as to our use of Mr. 
Santayana’ 


no apology for using 


Davis’ work, we say, also in 
words: We thought “there might be a satis 
faction in seeing the work set up in son 
appropriate space for which it was designe 
where its decorative quality might. enri 
the scent, and the curious passer-by might 
stop to decipher ag 
Sincerely vours, 
James Leuer & Co., 
by Gerald Weatherl 
April 4, 194 
Mr. Gerald Weatherly 
James Leuer & Co. 
New York 14, N. Y. 
Dear Mr. Weatherly: 
In vour letter of April 2nd I believe 3 
not Miss Sara 
Hatry, president 


refer to a letter which I, 
Newmeyer, wrote to Mr. 
of Jay Thorpe, with regard to the wind 
display based on paintings by Stuart Davis 
Possibly you did not read the actual let 
ter. From the contents of yours it Is e\ 
dent you did not understand my _ point. 
did not state that any picture was actual 
copied, but I did state that the work of 
creative artist was adapted for commercia 
purposes without And in tl 
interest of the creative artist I deplore su 


permission. 


unauthorized use of his work. 

It is perfectly true and equally 
ble that in this country the creative artist! 
protected exploitati I 
contend that an 


regrett 


against 
illegal use 


not legally 
[ did not 


Davis’ work was made. I merely stat 
that a house of the standing of Jay Thort 
should not condone the employment of su 
material without the artist's permission, a! 


Mr. Hatry has agreed completely with me 
this point. 

Very sincerely 
James Johnson Sweeney, 


Museum of Modern Art 


yours, 


April 10, 1946. 
Mr. Gerald Weatherly, 
James Leuer & Co.., 
New York 14, N. Y. 
Dear Mr. Weatherly: 

Mr. Sweeney has shown me your Icttef 
April 2nd in regard to the use of some 
my paintings tor window display. foun 
this letter extremely naive. Either native | 


1946 


speak oj 


192 
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exposing no consciousness of guilt, or, naive 
ip its arrogance in advancing spurious ar- 
guments in an effort to dissimulate. Which- 
ever may be the case, the letter 
to me to constitute an affront to any person 

intelligence. However, I did find en- 
lightenment in the passage where, for the 
first time in history, you reveal the noble 
wid lofty cultural plane on which commer- 
cial artists carry on their work. It seems 
that this profession is no mere sordid af- 
fair of money, but involves constant 
cern for the cultural advancement of the 
at underprivileged Further, I 
that commercial artist has an 
impassioned purpose to advance the 
sage of the fine artists. Their work must 
be brought to the people, even if it gets a 
little messed up on the way. I had no idea 
that | had such a silent army laboring in 
my behalf. Now that the news is out I 
must insist on taking on some of the burden 
In other words, just let me know 
when another “cultural push” is coming up 
and I'll take some of the load of planning 
ff Mr. 
It occurs to me that this passion for cul- 
tural dissemination which has seized Mr. 
Leuer, and presumably other commercial 
might properly be accompanied by a 
strong urge to disseminate 


seems 


con- 


masses. 


go! 


learn your 


mes- 


myself. 


Leuer’s shoulders. 


irtists, 
some of the profits 
accrued in the process. The argument goes 
like this, since Mr. Leuer is concerned only to 
ring “the finest” to the people, it follows 
holds an enormous regard for “the 
finest.” For “the finest” to exist it must 
ave an economic floor. Now that Mr. Leuer’s 
secret 1s Out, my natural shyness about of- 
iering to contribute to the economic 

the fine artist should automatically be h- 
wdated. -The philanthropic 
tural enterprise rounded out. 
would he disseminate culture but 
Let's 


nat he 


base 


form of his 
would be 
Not only 

ily underwrite its propagation. 
t together in this worthy cause. 
1] 


Nally, | 


tion the bad taste, if nothing 


would like to bring to youl 
else, ot 
iring my use of the ideas of othe 
swith the way Mr. Leuer uses them. You 
urely aware that the two situations are 
like in purpose or result. That is why 
vour effort to 
bad taste.” 


ended or 


identify them, “naive.” 
In these remarks there ts 
implied stigma on the pro 


What is 


vour attempted ra 


1 of commercial art as such. 
ed is to Sa\ that 
ization of the point in question is very 


vours, 
Stuart Davis 

\pril 11, 1946 

uart Davis 

rk lt, N. Y. 

Mr. Davis: 

k you for your 


letter of April 10, 
letter to Mr. James 


Museum of Modern 
bout his protesting our use of 


to my recent 
Sweeney, of the 
your 
nd manner in a Jay Thorpe window 

our James Leuer some weeks ago. 
se herewith a copy of a letter by Mr. 
, answering mine; and I shall take 
erty of answering his letter here, as 
yours. 

[ am making a public controversy of 
respondence, deeming that the public 
see your letter and Mr. Sweeney's 


DISPLAY WORLD 129 








© Cleteout 


TEXTRO 


SEAMLESS 
OD 


9° x 36' 
@ IMMEDIATE DELIVERY @ 


formerly 
772 
MODERN DISPLAYS 
EATON 
“Y ] “ 


GRASS 
MATS-- 


Put Profit Into 
SO MANY Displays 


Display through courtesy 
J. N. Adams Ce 
suffalo, N. ¥ 


Visit Our Showrooms — Display Market Week 
HOTEL NEW YORKER — ROOMS 625 - 626 / 





3 COLORS 
FORSYTHIA YELLOW 
SHADOW GRAY 
HARVEST 


ROLL 


i212 & 33. wa Wa 
WASHINGTON 5, D.C. 

















toys, garden tools and furniture, flowers, fruits and 
vegetables, etc.? 
SEE WHAT A DIFFERENCE AN 
EATON GRASS MAT WILL MAKE 


Yes, Eaton Mats add interest, zest, life, to such 
a variety of displays. You’ve used them for years 
in clothing displays, BUT have you tried them in 
displays featuring automobiles, sports equipment, 


Eaton Brothers Corp. 





Hamburg, New York 














USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 


Rg Sp, 


RELIEF-DISPLAY -FORMS 


DURING JUNE MARKET WEEK TILL 8 P.M. 
In Our Showroom: 300 West 43rd St. cor. 8th Ave. 
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Good News and the views and attitudes they take, | 
® ® | think I had better first clear up certain 
facts that I find the public may be mistaken 


It’s Here Again about. 









































In the first place, when I telephoned thie 

Natural Museum about their complaint, Miss Sarah 
Newmeyer distinctly told Mr. Leuer and me 

= & that she had written the letter complaining 

Grape Vining to Jay Thorpe, which started this contro- 
versy, and she told us its substance. But 

, she asked us to write to Mr. Sweeney. This 

Spread it on backgrounds explains the little inconsistency which Mr. 
Loop it from ceilings Sweeney tries subtly to capitalize on when 


he says he, and not Miss Newmeyer, wrote 
Attach grape clusters and the letter to Jay Thorpe, and when he says 


grape leaf sprays. I did not understand his point, I believe | g 
understand his point perhaps better than he 


IMMEDIATE DELIVERY realizes. As both Mr. Sweeney’s letter and : 








mine show, no picture of yours was “actual- 

Jobber orders accepted ly copied”"—(I quote Mr. Sweeney). More- it 

on usual basis over, Mr. Sweeney says: “I did not con- n 

tend that an illegal use of Mr. Davis’ work t 

Shipped in rolls as illustrated = was made.” Being a lawyer of some ex- I 

below. perience in the field of copyright, though S| 

NATURAL GRAPE VINING No. 706 do not yet practice in New York, | said S, 
50 to 70 ft. to roll $3.85 ea. in my letter that no legal right was vio- Cc 
Cunsitias of 06 or ens 0h $3.50 ea lated, for reasons I shall further elaborate a 

| in this letter. I wish also to make plain, ti 

GRAPE CLUSTERS—Assorted Colors | however, that (contrary to what some think) te 
No. 707—!2 Grapes—2 Leaves $6.50 doz. | no picture of yours appeared or was hung . 
No. 708—18 Grapes—2 Leaves $9.50 doz. | in our display at all. Our display was a a 
Packed | dozen to box | three-dimensional creation, made of plaster, C 

GRAPE LEAF SPRAY No. 709 | cloth, paper, metal, and wire, all applied ml 
3 Fall Shaded Grape Leaves, 15" long $1.50 doz. | to large panels. Merely some features of p 
Packed 4 dozen to box | several of your paintings (which we much a 

| admire) were transferred into the plaster, a 

Se TO BE USED AS ILLUSTRATED— | cloth, paper, metal, and wire medium and tl 
| cath sataieh enane dlaiea | creation. So that, for clarity and for the C 

1% dozen No. 707 Grape Clusters | sake of the public, I repeat: No picture of b 

1/, dozen No. 708 Grape Clusters yours was copied. Our medium and method C 

1/4, dozen No. 709 Grape Leaf Sprays differed substantially from yours—yours be- I 
$13.50 complete ing paint on canvas or board: ours. being Ci 

three-dimensional plaster, cloth, — paper, st 


ee a ea | metal, and wire. And no picture of yours 
DISPLAY MANUFACTURERS MART, Ine. NEW YORK I, N. Y. | appeared at all in the display. I say these 


asin 7-6800 things because I find that most people, 


“Everglhing for Display” 











naturally supposing there must be at least 
some actual basis for the Museum's and al 
your complaint, assume that we must have 1 
directly copied or used some painting or tI 


paintings of yours, though we did _ not. 


This brings me to what you and Mr. ti 
Sweeney say, and that I can easily dispose m 
of. Ve 


Ignoring the abusive tone of your letter, u 

which I think rather sad, I find in it only di 

You are cordially invited to make your one point which | think needs some answef te 
that 1s, some clarification. The situation, Y 

headquarters at the as I see it, is this: Admiring your work, as hy 

most artists do, Mr. Leuer consciously or V; 


unconsciously allowed your style and man- 
° ner to influence him and to appear in his 
I: T f} a XK a \f ( | ‘ work in his chosen medium—all substantial- 
‘\ (: | HeSe] \ ill 10S, it. ly different from yours. For this work, 0! 

course, he was and is paid. And, as Mr j 
Sweeney says in his excellent book about 
22 WEST 38TH STREET you (p. 13) you have consciously or uncon- 
sciously, to use Mr. Sweeney's words 
NEW YORK 18, ae “picked up” various methods and techniques 
; from other artists, such as Duchamp, Pica 
bia, Villon, and others. Mentioning these. 
FOR Mr. Sweeney says (p. 13): 

“Davis had picked up all these hints trom 
= es his European exemplars. But when he f 
Display Week in New York, June 22-28 | vv: e tro see nos 

y tion of papiers colles in oil—we fir him 


imitating news-type and cigarette tra ) 
and 





marks with a meticulous illusionisn 
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recision of detail that is perhaps more 


live, in its resemblance to the work of 


e nineteenth-century American painter 
Villiam Harnett, than it is cubist. Still 
ere is already a hint of Leger’s influence 
Davis’ work... . z \ few years later defin- 
similarities of conception are recogniza- 
between his ‘Apple and Jug’ of 1923 and 
eger’s work of the same period, such as 
e Siphon’.” 
Now I have no criticism of the facts 
us stated by Mr. Sweeney. Indeed I de- 
rht in them. They are a perfect illustra- 
in of the happy growth of art. That is the 
ay art progresses. That is the way it 
erows. And, the human mind being what it 
is, no artist could avoid this sort of con- 
scious and unconscious imitation and 
idaptation, even if he should wish to avoid 
it. The fact is, however, that it would be 
most undesirable and even tragic to attempt 
o avoid or frustrate this process. The very 
ite and growth of art would thereby be 
stopped and destroyed. This is why no 
system of law-—neither the law of “this 
country” (as Mr. Sweeney says with perhaps 
a sneer) nor of any other country—under- 


t 
{ 
1 
| 


takes, using Mr. Sweeney's terms, to “pro- 
tect” the “creative artist” from this form of 
“exploitation.” Obviously (a) it would be 
and is tragic for the law or any other agen- 
cy to attempt to “protect” against this 
“exploitation,” for it is not really “ex- 
ploitation” but the very life and growth of 
art, which the Museum and every artist 
and cultured person ought to rejoice in, | 
think; and to curtail it, though actually it 
can not be curtailed, would be a death- 
blow to art and would make it an ugly 
corpse; and (b) the law would involve itself 
in endless, fruitless, absurd, and laughable 
controversies if it attempted any such de- 
structive folly. This answers Mr. Sweeney’s 
ment that, “It is perfectly true and equal- 
regrettable that in this country the 
reative artist is not legally protected 
inst exploitation.” The law protects the 
irtist in every rational way: but further, 
fortunately for art, it does not go; and 
thus it really gives the artist protection. 
But to return to what you say: The situa- 
tion is that Mr. Leuer has, in his different 
medium, utilized and been influenced by 
our stvle, even by certain of your paintings, 
ind he is paid for the work in which he 
does this. You also (as shown by your let- 
ter and the quotation from Mr. Sweeney's 
) have, in your medium, utilized and 
been influenced in your style and work by 
vartous named artists, even by a certain 
ting of Leger’s, his ‘Le Siphon’, and 
to the extent (as Mr. Sweeney says) 
imitating . . . cigarette trademarks”; 
vou also are paid for your work in 
vou do this—paid much more, I dare 
than Mr. Leuer is. 
w all vou say about this situation, or 
his situation and yours, giving no 
n whatever, is that I am “surely aware 
the two situations are not alike in pur- 
ir result.” 
m not aware of any material difference 
oever, and there is none. You do your 
for money, and Mr. Leuer does his for 
If he should pay you for being 
influenced by your admirable ideas 
tvle (and I believe vou should rejoice 
it influence), then you should pay 
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4 and 6 foot STARS* 


GIVE HIGH DRAMATIC APPEAL to your 
windows and interior displays with Gagen 
Three Dimensional six point stars. Easy to 
assemble as a cake box and quickly knocked 
down for storage in compact cartons provided. 
Made in dull gold or brilliant silver heavy 
structural foil. Also strong weight snow white 
bristol board. Provisions for hanging. 





4’ White bristol star. 
Carton of 6, $14.75 
6’ White bristol star. Carton of 6, $18.25 
6’ Dull gold or brilliant silver structural 

foil star. Carton of 6, $34.50 
Sample stars: Bristol $3.50 each — Foil $6.25 each 
*Protected Designs FOB San Francisco 


* GAGEN 2% 


WEst 2758 2439 Sutter St., San Francisco 
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METALLO BOARDS 


‘NAT ® MAT’ 


Genuine Foil Lined Cardboards 


Available now in moderate quantities, 14 ply 26x44”. 
Order from your “‘Nat-Mat’”’ dealer today! 


NATIONAL CARD, MAT & BOARD Co. 


MANUFACTURERS 


4318-36 CARROLL 


AVE., CHICAGO 24, ILL. 


— LOS ANGELES, CALIF. — PETERBORO, ONT., CAN. 
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| Sum Glasses | 


for your 
Window! | 


Shield valuable display mer- 
chandise from _ destructive 
ultra-violet rays with: 





transparent 


PLASTIC SHADES 


Easy to install; simple to fit. 
A plastic sun shade for your 
window is a MUST for low 
cost sun insurance. 





mailed 


SAV- 


| 
( 
j A penny postcard 
i TODAY will mean 
INGS tomorrow. 

i Mail inquiries to: 

' 

the PLASTIC SHADE CO. 


i 83-52 Talbot Street 
! 
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Kew Gardens 15, N. Y. 
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Attention! 


Displaymen and 
Signwriters 


Now in Stock 


Satin-Finish Super White Litho- 
Lined Display Boards carried in 
sizes 





28x44—14 ply 
28x44—70 pt. (22 ply) 
28x44—80 pt. (25 ply) 
26x44—90 pt. (28 ply) 
40x60—14 ply 
40x60—80 pt. (25 ply) 
40x60—90 pt. (28 ply) 
Place your orders now as suppl 
is limited. Jobbers inquiries invited. 


MURRAY TOLL 
Mfrs. & Mill Agents 
Cardboards of all Descriptions 


1201 JACKSON STREET 
PHILADELPHIA 48, PENNA. 


Phone: Fulton 2078 and 2011 
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eger, Duchamp, Picabia, Villon, and others 
influenced by their ideas 
and style. no real distinction between 
“commercial” art and your “fine” art. In 
the last analysis it probably is all done for 
money, as your letter indicates in your Case, 


for being happily 
I see 


even though also for artistic satisfaction 
and other reasons. Mr. Leuer’s motives and 
work are on as high a plane as yours. And, 


although you say that in your remarks 
“there is no intended or implied stigma on 
the profession of commercial art as such,” 
it is apparent that both you and Mr. 


Sweeney (see his repeated pregnant men- 


tion of “the creative artists”) are pretty 
snobbish toward the “commercial artist.” 
Your letter and Mr. Sweeney’s show more 


attention to the almighty dollar than either 
Mr. Leuer or I ever give. And, on the 
whole, I can see no substantial distinction 
between so-called “fine art’—museum art— 
done for and equally fine art done 
for money in and like 


money, 


stores, magazines, 


places. I confidently deny that there is any 
difference. And I gladly make these views 
public and invite any sort of contest, in 


court or elsewhere. 


Sincerely yours, 
Leuer & Co. 


By Gerald Weatherly. 


James 


LOS ANGELES REPORTING 
[Continued from page 74] 


accessories were also displayed. Both win- 
dows had similar light-colored backgrounds, 
but here the resemblance ended. The dis- 
play of silk and woolen yardage was a series 
Some of the 


of sweeping curves. yardage 
was looped through large white wooden 
rings attached to the poles, while the rest 
was thrown over the pole itself. Even the 
poles angled toward the center of the win- 
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—''Still reading Three Musketeers, 
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dow. But the display of rayon taffeta fea- 
tured straight, almost harsh lines. The 
wooden poles were parallel to the floor and 
the material was drawn tightly over the 
poles and fastened to the floor. Even the 
stripes in the material, in contrast to thie 
flowered print and plain woolen in the other 
window, aided in creating the effect. 

The Broadway's Stuart Raymond used 
black, white, and red as the color scheme 
in a very effective window. A plaster model 
of a pair of lips, colored bright red, was 
suspended against a black net background 
in a large black frame. The mannequins 
were dressed completely in black, and a few 
black accessories were displayed. <A glass 
shelf, suspended from the ceiling by heavy 
black cord, carried a small display of 
“Bachelor's Carnation” cosmetics. The white 
card, fastened at an angle across the black 


frame carried the legend “Unadorned Black 
Lighted By Red Lips”. The words “Red 
Lips’ were done in red, the balance of the 
letters in black. 

“The Spring Is New — The Look Is 


May Com- 
Display 


Dandy” formed the theme for the 
pany Wilshire’s spring windows. 
Director Stewart used a column of eucalyp- 
tus branches containing birds’ nests and 
flocked birds to aid in giving that “spring- 
feeling’. The mannequin held a flocked 
hand. 


time 
bird in one 


Strike Continues 
At Darling Plant 
display fixture plant of the 
Bronson, Mich, 


The metal 
L. A. Darling 
has been 
strike of approximately 300 employees who 
are members of the United Automobile 
Workers union, CIO. No agreement. be- 
tween the union and the company 1s fore- 
seen for the immediate future, 1t 1s report 


Company, 


closed for nearly a month by a 
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he Vilcox Heads Display What You’ve Been Waiting For! 
and For Robertson's 
vee Following the resignation of Frank G. | 
~~ ingham, who is now with W. L. Stens- FOIL-R [ 
sae caard & Associates, Inc., Chicago, Robert- 
ther son Brothers has named Louis Wilcox as 
isplay manager for the South Bend Store. | ALI IMINI )M 
used \Wileox was born in Canada and entered | 
eme display in 1927 with The Hub, Chicago, | FOR DISPLAY 
odel here he remained for eight years. During 
was the past decade he has been with The Fair 
yund Store in both Chicago and Oak Park. REFLECTIVE GLAMOROUS 
ie mitten TINCTIVE 
- 7 McCusker Associated ADAPTABLE DIS C 
ea) With Fren-Zee | HARMONIOUS FIREPROOF 
- of James J. McCusker, Hartford, Conn., has | 
shite been appointed a senior associate of Fren- | Pure Aluminum—New Use 
lack Zee Store Equipment & Fixture Company, | 
lack, New Haven. McCusker was for many years New Product—New Effects 
‘Red with James McCreery bad Co. and iuferetate a a Fe Display—Thea- 
the Stores, New York City, and in recent years ‘cal Disol Si d Poster Tri 
has been with well-known specialty shops trica Disp ay—vign an oster Irim— 
is fe in New England. He will have charge of Decorative Bows, Spirals and Stream- 
aaa sales and service for the larger department ers—Hotels and Night Club Decora- 
play stores and specialty shops in the East. tion. 
ilyp- ee i imeaaae 
and Klein Now With 
-ing- Chicago Firm 
cked Irvin H. Klein, Jr. has joined the display 
firm of Howard Scaman & Associates at 
133 West Kinzie street, Chicago. 
Klein has just returned from Tokyo, hav- 
ing served as an intelligence officer with 
the Fifth Bomber Command throughout the | 
“ Pacific campaign. He is a native of Cin- 
Lich cinnati and was formerly associated with 
7 2 Co-Operative Displays in that city. 
who 
obile 
he. Los Angeles Showroom IMMEDIATE DELIVERY 
rted \ new showroom is being opened in the 
Haas building, 219 West 17th street, Los 
\ngeles, by Allied Display Materials, Inc., PRICE 50c per Roll 
65 Madison avenue, New York City 16. 
James H. Jacobson, Allied’s California rep- | IR i" 
seins? ee oll— by 375 Ft. 
resentative, will be in charge. A complete / Y 
ling of display novelties, papers, and arti- Stenderd Package 22 Rolls Hattie Carnegie Window, New York 
heial flowers will be carried. : Using FOIL-ROL 
i ld cas é | ORDER THROUGH YOUR DISTRIBUTOR OR DIRECT FROM 
Essig Display Adds | 
New Department | 4 DENNY PLACE 
| In addition to the production of special- | - MARIEMONT : OHIO 
ized silk screened showcards, price cards | 
ind fashion panels, the Essig Display Com- | Territories available for responsible Jobbers and Distributors 


pany, 870 Broadway, New York City, has 
installed a new department carrying a com- 
plete line of display materials and devoted 
exclusively to the men’s apparel and credit 
store fields. Descriptive literature is avail- 
ible om request. 








Ticknor Returns 

To Oltmann's 

Merle Ticknor has rejoined Oltmann’s 
Decorating Company, Omaha, in a_ sales 
ity and has taken over his former 
ry. Recently he was with the J. C. 
vy Company, of the same city. 


liliput 
display 


Midiar Resigns YY =e 2492 E, 13th St. NYC 3 
Beel man Post ‘ Ye 

Not Midlar has resigned as display man- | i Sey = ; ORchard 4-1003 
ser tor Beekman’s, New Orleans. His | Hs "Sg ees FS 
plans have not yet been announced. | 

















PRESENTS ... 


QUALITY 
DISPLAY 
FIXTURES 


K161 One glass dis 
player 1 glass shelf 
1142” diam. on a pickle 
pine stand 14%” high 
Base 13” x 21%” on 





K163— Three glass dis 
plyayer—3 glass shelvy 
es 1142” diam. on a pic 
kle-pine stand 37” high 
Base 134%” x 24” on 
} ill legs 
=n" 
— > 








L 
‘ 





K162— Two glass dis 
player ylass shelves 
11!” diam. on a pickle 
pine stand 26” high 
Base 13” x 2 on 3 
ball legs 
<+ — — — 
HAND-RUB DISPLAY FIXTURES 
Smartly conceived of wood and glass, hand 


rul fixtures present to the displayman a 
most beautiful and effective medium of dis 
playir merchandise. Every inch of the 
wood surface is smoothly hand-rubbed to a 


fine pickle-pine finish, and both the glass 


ind the wood edges are beveled. Each piece 


represents a true value in its price range. 


TRENTON DISPLAYS 
FRONT & WARREN ST. 
TRENTON, N. J. 






















DISPLAY WORLD 


DRAMA OF LIGHTING 
[Continued from page 51] 


have to recess equipment into the ceiling 
but rather that we should reduce the 
brightness contrast between equipment 
surfaces and their surroundings such as 
ceilings and walls. 

Walls 


ordinary 


and vertical surfaces are the 
backgrounds for 
These should never attract the 
customer's attention to themselves. They 
should always remain as backgrounds. 


merchandise 


displays. 


Ceiling surface treatments should be 
planned so that excessive contrast with 
light sources does not distract attention 
from merchandise displays. 

And, finally, in any large open sales 
area the floor area becomes the back- 
ground for island type merchandise dis- 


plays. Maintenance considerations dictate 
the maximum brightness floor 
coverings and frequently all other bright- 
ness interior must be 
keyed to the floor values. 


value of 


values of surfaces 


The lighting of large merchandising in- 
teriors demands three-dimensional thinking. 
True, we are with surfaces in our 
determination of brightness values yet good 
interior design requires us to group these 


dealing 


pleasing composition. In- 
terior designers, recognized that the 
lighting can usually make or break the 
effect desired and they are using the funda- 
mental principles of light and color to in- 
sure the success of their planning. The use 
of a general lighting system which provides 
a strong flood of general illumination down- 
minimizes the attention value of an 
Units which control the upward 
light are needed for such an 
The placement of these units 
lines creates a new artificial 
ceiling line further defined by 
breaking the verticality of the columns with 
supplementary lighting equipment for accent 


surfaces into a 


have 


ward 
old ceiling. 
component of 
application. 

in continuous 
which is 


lighting. 

No discussion of store lighting would be 
about color in 
advent of fluorescent 
“white” light 
Daylight quality, 
fling, but now the 
3500° rating—have 
lamps for all but 
interior such as fur de- 
The newly developed 4500 
white fluorescent lamps do provide a reason- 


complete without a word 
lighting 


lamps 


because the 
brought) new sources 
ior general 
slightly 
standard 
replaced the 
the coldest 
partments 


lighting. 
had its 
lamps 
“davlight” 


bluish, 
white 


spaces 


ably good quality of cool light. soth the 
3500° and 4500° white lamps can be used 
practically with incandescent accent light- 


too great a difference in color 
Where small differences 

would be critical the 3500° white, 
because of its vellow tone, is the best choice 


ing without 
appearance. even 


in color 


with incandescent. 

Our experience has been that the choice 
of interior much to do 
with the lighting. The 
safest guide for display people is to rely on 
fact that the apparent 
any surface is due to the color of the light 
which is reflected from it. If this fact is 
borne in mind then the subtle differences in 
the color tone of the various light sources 
can provide a very effective display tool. 


color schemes has 


success of store 


the basic color of 


The successful application of lighting ta 


MAY, 1946 


merchandise display is achieved only throug! 

the observance of these simple steps: 

1. Study carefully the lighting results whic! 
are desired, 

2. Consider all the related factors whic! 
will influence these lighting results. 

3. Select the lighting equipment which will 
achieve results, blending together 
in a complete system the general illumi- 
nation, accent lighting, showcase illumi- 
nation and wall display lighting. 


these 


Pierre Imans Office 
Opened In New York 

Formerly one of the world’s largest pro- 
ducers of display mannequins until produc- 
tion was seriously curtailed during the war, 
Pierre Imans, Paris, has opened a New 
York City office at 7 East 35th street, with 
S. Godefroi in charge, and plans to market 
figures and fixtures in the United States. 

The well-known firm at one time produced 
more than a thousand mannequins monthly, 
it is said, and hopes soon to reach that fig- 
The company’s two plants 





ure once more. 
were not damaged by the war. 
Imans’ figures are priced 
have either real or artificial 
self-supporting. Present deliveries 
from three to five months time. 


around $200, 
hair, and are 
require 





Malcolm Tennent Retires; 
Succeeded By Hembold 

For many years in charge of display for 
Meier & Frank, Portland, Ore., Malcolm 
J. B. Tennent has retired and will make his 
home in California. He was long known 
for his elaborate, dramatically lighted dis- 
plays done on a vast scale, particularly for 
the formal fashion openings in Portland. 

Succeeding Tennent is Kenneth Helmbold, 
Nancy's, Hollywood, and formerly with 
Kaufmann Department Stores, Pittsburgh, 
and R. H. Macy & Co., New York City. 


SESEL 3 
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—This official painting of President Truman 
done by Joseph Pfister, Cincinnati artist, and 
which is to hang in the White House, was first 
shown publicly at an informal luncheon given by 
the H. & S. Pogue Company at the Queen City 
Club, Cincinnati, on May 7. After the showing 
it was made the central part of a window dis 
play at Pogue's, where it was on view for one 
week. Cogswell Cromwell is Pogue's display 
director— 
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(Perfect, of Course) 


wey PRODUCTS & TEXTILES 
NEW YORK: 460 Fourth Avenue 


REE! 
F NYLON HOSE! 


ANYONE WHO WALKS OUT OF OUR NEW 
YORK SHOWROOMS DURING DISPLAY WEEK 
JUNE 24-29, 1946 
HAVING PLACED A BONA FIDE ORDER FOR 
$50 OR MORE, WILL BE GIVEN 
FREE OF CHARGE 
A PAIR OF LADIES’ NYLON HOSE! 


One pair only to a customer only during Display Week 
(After all fellows, be reasonable!) 


CHICAGO: 180 W. Randolph St. 
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A Returned Gl Looks At Display 


PON my return from several years in 
| | Europe I have been asked by the 
editor of DISPLAY WORLD to 
vrite a sequel to my article on European 
lisplay; to give my first impressions of 
\merican display of today. I gladly grasped 
is opportunity, as, if I may be allowed to 
a sentimental phrase, my heart is full 
this subject! 
\t first, when you step ashore this land 
wealth and plenty, everything that comes 
ithin reach of the eye overwhelms you, 
ikes vou exclaim in wonder and admira- 
m—and a little in bewilderment, too, at 
ch abundance in the face of the extreme 
verty of the rest of this world, be it victor 
vanquished ! 
lo be sure I did not postpone my first 
pection trip up and down Fifth avenue 
d the surrounding area any longer than 
essary to catch my breath. Believe it or 
t, the first thing that struck my eye was 
work on glass-panels, freely suspended 
the windows of some stores, just exactly 
way I had seen it at Paris and Brussels. 
was extremely gratifying to me to see 
v beneficial my little report from Europe 
| been to some colleagues back home. If 
ok forward to anything in the future, it 





By HANS MEISSNER, 


Franklin Simon, Greenwich, Conn. 


is this interchange of ideas and experiences 
between members of the display profession 
here and abroad. 

There was evident in many window and 
interior displays a much increased emphasis 
on good art-work. It seemed to me then, 
and was substantiated later upon closer in- 
spection, that the field had succeeded during 
the past attracting artists of 
superior talent, who thus far had lent their 
efforts to different fields—the graphic arts, 
design, advertising, and_ others. 
These men and women have succeeded, to 
my mind, in lifting the standards of display 
to a much higher level. Thanks to these 
people, one rarely comes upon evidence of 
poor taste in display these days. Almost 
every display department I know of employs 
at least one artist of high calibre on the 
staff, or the manager is an experienced 
artist himself. 

Competition in display therefore is much 
keener today than ever before; 
asked of the average displayman now than, 
say, as recently as five years back. If not 
an accomplished artist, he has to combine 
the qualities of a craftsman, stylist, designer 
and artist all in one if he wants to hold 
down a worthwhile job. This is good, be- 


years. in 


poster 


more is 





cause it will enable us here in the United 
States to do an even better job of visual 
merchandising and 
world in display. 
What with the war - time 
material and the advent of various substi- 
tutes, many new materials have been dis- 


continue to lead the 


shortages of 


covered by displaymen and will continue to 
be a boon to display in _ peace-time. In 
lighting there have been no new develop- 
ments during my absence, due to the dim- 
outs, no doubt. But since restrictions have 
been lifted experiments are going on every- 
where—and he is not a true displayman 
who does not like to use his spots, slides 
and indirect lighting to startling 
effects. 

Since I am actively back in the profes- 
sion, I have found that despite certain 
material shortages that still remain, labor 
difficulties, etc., display manufacturers are 
extremely helpful, courteous and working 
hard to fill every displayman’s need. Often- 
times suggestions from them have helped 
to overcome unavoidable difficulties. Their 
spirit of cooperation is very gratifying these 
days when many retailers depend more or 
less upon the grace and good will of their 
manufacturers. I gladly therefore take this 


create 
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opportunity to pay my respect and apprecia- 
tion to the members of the display manu- 
facturers guild. 

Another achievement the war has brought 
to the display profession, which I do not 
want to omit, is the improvement in work- 
ing hours at many a store. The black-out 
departments to work 


possible. 


display 


day-time 


most 
during — the 


forced 
wherever 


They then realized that a neatly curtained 
window did not do store business any harm, 
as long as it could be kept to an eight 
hours minimum. The average display staff 


involved could give out more energy and 
enthusiasm during their normal hours than 
had been the case with the weird hours most 
of us used to work the past years, and re- 
sulted in a better job all around. It elimi- 
nated going back into a window for correc- 
tions the next day. hastily in- 
stalled props and background, which had a 
habit of giving way during the 8-10 
hours of out touching up 
here and there that had been overlooked in 
the dark, were things of the past. Under- 
standingly enough, and fortunately for the 


hard-worked displayman, this better system 


Repairs of 


nasty 


absence, spots 


TRADE PERSONALITIES no. 39 
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was kept on by these stores even after the 
lifting of dim-out restrictions. It is an 
achievement that I am sure all of us appre- 
To be sure, there will always be in- 

where night work can not be 
avoided. I recall one particular case where, 
[ was told, the staff had to work by candle- 
light and flash-lights in order to do their 
job during the black-out. But as a rule and 
wherever possible this healthy and sensible 
trend to cut out strenuous night work de- 
serves encouragement and recognition by all 


ciate. 
stances 


concerned. 

And who would overlook our displadies 
and the position they have gained for them- 
selves during the war years? True, many of 
them failed and disappointed us. But many 
splendidly and proved an 
asset to the Many a display 
department stretched its personnel capacity 
beyond its originally alloted size, in order 
to be able to keep displadies and rehire re- 
turning servicemen at the same time. Who 
could deny the fact that a feminine touch 
is most essential in any display of women’s 


more succeeded 


professi mn. 


apparel? 
To me the future of the display profession 


by Tony Brinker 











Col UN OMEZ 


PRESIDENT, ALLIED DISPLAY MATERIALS nc, 





Janowrtz 1s 45 YEARS OF AGE, 
27 OF WKICH HAVE BEEN DEVOTED 
TO THE DISPLAY FIELD. HE MANAGED 
ONE OF THE LARGEST DISPLAY FIRMS 
IN EUROPE, AND LATER FORMED 

KIS OWN ORGANIZATION. HE 1S 
WIDELY KNOWN FOR HIS WORK IN 
THE EXPORT BUSINESS. IN ADDITION 
TO WIS STATUS OF PRESIDENT OF 
WIS BUSINESS, HE 1S ALSO DESIGNER 
OF MOST OF THE ITEMS. 








tte 1s VERY COSMOPOLITAN, AND 
MIGHTy FOND OF NEW YORK... 
ENJOYS A GOOD SHOW OR MOVIE, 
AND LIKES TO GO DANCING. 
MODERN DESIGN IN ALL ITS 
PHASES, SUCH AS APPLIED TO 
DISPLAY, FURNITURE , AND 
ARCHITECTURE IS OF GREAT 
INTEREST TO HIM. 


NEW YORK CITY 
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looks good. All over the country retail 
stores are enlarging, branching out, making 
jobs for many more displaymen. Even 
should ultra-modern trends prevail and 
show-windows give way entirely to sheet- 
glass walls, interior display has reached 
the stage where it needs more attention and 
involves more intricate planning than win 
dow display and could therefore alone easily 
absorb all available display personnel. Dis 
play executives are given far more influence 
in store-planning and layout than was hoped 
for ten years back. Their responsibilities 
have increased with their opportunities—but 
which one of us does not gladly accept that 
challenge? The war has made people more 
susceptible to new ideas, change, improve 
ment. Here is the chance we have been all 
waiting and clamoring for. Let’s all help 
set the stage for the ultra-modern retail 
market of this, our new post war world! 





Museum of Modern Art 
Announces Exhibitions 


The Museum of Modern Art, 11 West 53 
street, New York City, will hold the follow- 
ing exhibitions during the late spring and 
summer season. The schedule includes the 
large retrospective exhibition, already an- 
nounced, of the work of Georgia O’Keeffe 
opening May 15. The exhibitions are as 
follows: 

May 15-August 25. Georgia O'Keeffe 
A retrospective exhibition of the work of 
one of America’s leading painters, this will 
include paintings produced as early as 1915 
and as late as 1945. Approximately 55 
paintings and a number of watercolors and 
drawings compose the exhibition, which is 
directed by James Johnson Sweeney, direc- 
tor of the department of painting and sculp- 
ture. 

June 12- Sept. 8. A new country house by 
Frank Lloyd Wright: A Scale Model. A 
large and romantic unbuilt, 
which Wright has designed for G. M. Loeb 
at Redding, Connecticut, will be exhibited 
in the form of a complete and accurate scale 
model. The model, made by the architect 
himself, measures about 6 by 13 feet, and 
inspection of 
house 


house, as yet 


its roofs are removable for 
furnished interiors. The projected 
includes guest quarters and caretaker’s cot- 
tage as well as the main residence. 

June 19-Sept. 15. New photographers. 
This exhibition has been prepared by the 
museum's photography department for the 
circulating exhibitions department which 
will send it on tour after its initial showing 
here. The exhibition will be a cross section 
of present trends in photography. Most of 
the 17 photographers whose works are 1n- 
cluded have not previously exhibited at the 
museum. <A variety of approaches to the 
medium will be shown and a feature will 
be the inclusion of kodachrome slides which 
will be projected during the exhibition. 

June 19- August 25. Ballet drawings )) 
Franklin C. Watkins. This exhibition, to 
be shown in the permanent gallery assigned 
to the department of dance and theatre de- 
sign, will consist of drawings by the artist 
for the ballet “Transcendence,” performed 
by the American Ballet in 1934. The com- 
plete set of thirteen drawings in_ twelve 
frames, all of which belong to the museum 


collection, will be shown. 
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CRYSTALLINE PLASTICS CoO. 


1026 VENICE BLVD. LOS ANGELES 15, CAL. 





Creators of Distinctive 


Modern Plastic 
Display Fixtures 


Hember 


WATIONAL ASSOCIATION 


) DISPLAY INDUSTRIES Visit Our Exhibit in 
\ New York 


Hotel New Yorker, Room 507 
JUNE 22-29 








PROGRESSIVE MERCHANDISE 
PRESENTATION 





TABLE No. 50!—24” 














We'll Be Ready 


and are looking forward with much anticipation and pleasure to the visits 
of our many display friends during 


NEW YORK 
DISPLAY MARKET WEEK 


ROOM 521, HOTEL NEW YORKER, JUNE 24-28 


We will present for your consideration a complete showing of display 
materials and accessories in tune with the latest display techniques. 


Be sure to visit enlarged and modernized showroom completely trimmed with 
hundreds of new Xmas and Fall display items, flowers and materials. 


| JAMES A. COLE CO., Inc. 


| 235 FOURTH AVENUE NEW YORK CITY 3 
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IT’S IN THE FINISH -- - 


“Skin-tone” 


BUST 
FORMS 


A natural Skin Tex- 
ture lacquer finish. 


Chip, Crack and 


Peel Resistant. 








No. 3 


JOBBERS 
SOLICITED 





OUR OWN EXCLUSIVE FINISH. 
EXPENSIVE BECAUSE OF 
ITS DURABILITY AND LONG LIFE. 


LESS 






DISPLAY nr 


PRODUCTS co 


WHEN 


612 WEST LAKE ST., CHICAGO 6, | 





No. 4 


MANY OTHER FORMS AVAILABLE 





IN CHICAGO VISIT OUR SHOWROOMS —IT PAYS 








ymm 
“Cou 





71-23 AUSTIN STREET, 


There's Widespread Acceptance For 


THE Champion 


DISPLAY SET 
$17.10 


Widely favored for its versatility and simplicity. 
Always smart. Finished in Chrome or in Silvertone. 


EG4 Complete Set Consists of: 
T stal units, 20” x 12” x 5” 
Two Meta nits, 12” x 10” x 8” 
ite gla helf, 12° « 24" 
ite glass shelf. 12” x 14” 
ite glass shelf, 10” x 16” 


ne plate glass shelf, 10” x 12” 


~QUENSELL DISPLAYS, Inc. 


FOREST HILLS, N Y. 





Drug Firm Returns 

"Stocky"” Displays 

\iter considerable experimenting with the 
“miniature stage” or “shadow box” type of 
drug window which includes colored light- 
and only a few 
downtown Katz 
St. Louis has decided 


ing, handsome backgrounds, 
items of merchandise, the 
Drug Company store in 
to return to the old 

The downtown Katz store, at 7th and Lo- 
cust, sells to St. 
traffic—but nevertheless determined to ex- 
periment with the type of small 
window in place of the usual mass display 


“mass display type” 
Louis’ heaviest downtown 


“artistic” 


windows, built 
around toiletries, cosmetics and drugs, were 
set up. The 8 x 8 foot space normally used 
was cut down to 4 x 4 feet by enclosing the 
window with a plywood frame, covered with 
a soft, colored cloth. A tilted floor was set 
and a background draped 
with a simulated quilted satin, which was 
actually paper. Only from six to ten items 
were shown in any of these windows, under 
soft, glowing colored spotlights above, which 
was expected to customer's 


theme. Therefore, more 


up behind this, 


narrow. the 


attention down to “one line of merchandise 


at a time”. 
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After experimenting with this idea for 
several weeks, however, the Katz manage 
ment, headed by S. A. Francis, regretfully) 
gave up the idea altogether. “We _ hav: 
discovered that the syndicate trim works 
much better where the store is selling th 
| masses,” Francis pointed out, “and that 
the structural-frame window with draped 
satin and other classic materials is reall) 
too high-class for the average hurried 
downtown shopper. We did not receive an 
more calls for the merchandise shown in 
the shadow box windows than during the 
use of mass display windows — and, of 
course, these artistic displays are far more 
expensive, and much more difficult to pro- 
duce.” 

Therefore, the Katz store will once again 
use display windows which contain from 35 
or 40 items per display—all carefully priced 
and accentuated with small signs giving 
directions as to their location within the 
store. “We find that the public is primarily 
price conscious when it comes to mass dis- 
play,” it was pointed out, “and that where 
they looked at shadow box displays from 
curiosity or color appreciation, they look 
at price marked displays with intent to buy. 
There is no doubt that the exterior of the 
store will create a better impression with 
colorful shadow box displays—but now that 
we've tested them, we are definitely in favor 
of the old-fashioned mass display which 
gives the customer an idea that we have 
plenty of stock in every line.” 


NEW YORK DISPLAYS 
[Continued from page 49] 


lady wore an aqua dress with sash in yellow 
caught with a bunch of daisies on the bustle 
effect. On top of her yellow curls she wore 
a hat made of lace, feathers and ribbons 
Yellow stockings were completed with gray 
and black laced shoes. An upright mirror 
panel made the background for the white 
Victorian picture frames, which were hung 
by white satin ribbons. Fastened to the 
high pink and green velvet backs of the 
frames were delicately embroidered hand- 
kerchiefs. 

A colorful plaque, the work of the display 
staff, made an interesting display unit in a 
series of windows at Saks for showing chil- 
dren's dresses and boys’ flannel suits. Suede 
papers were employed in this composition; 
white made the background with a cut out 
arrangement of pink tree trunks and spread- 
ing branches spaced fine black 
lines. The large leaves were in dark green 
and a saucy red squirrel was perched off 
center. All of the cutouts were apparently 
hell in place by ordinary pins. 


showing 


St. Louis Club Hears 
Houston Report 

Members of the St. Louis Display Guild 
met the evening of May 14 to hear a report 
from local delegates who attended the 
Southern Display Association’s Conference 
in Houston last month. 

In addition, a complete ballot of candi- 
dates for club offices was presented to those 
present, the nominees having been named 
by ballots cast by mail. The election 0! 
officers will be held at the June meeting 
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SPECIFICATIONS: Psi MU 7-5 


BASE BOAR D— ‘Masonite” oval, 45” x 82”, chrome edge. 

UPRIGHT SUPPORTS—Polished Duralium tubing 

GIRDERS—(under ties) 1/16” x 3/8” Duralium 

RAILS—Soft copper, 3/32” traction surface. 

TIES—Wood, very realistic. 

GUARD RAIL—3/16” Duralium rod. 

COLOR SCHEME—Black, red and polished metal. 

WIRING—Completely wired with switch control for each 

loop. Binding posts for transformer hookup. 

VARIABLE GAUGES—"‘()”” gauge trains will run on all loops 
Off-center middle rail permits HO—00 
—S gauges to operate on various loops 


PRICE—$110.00 F.O.B. Los Angeles 


Shipping weight approx. 150 Ibs. 
Delivery immediate. 
discount cash with order—1% 


so 
aA 


—l10—Net 


COLE-BUILT PRODUCTS 


1062 West 5ist Street, Los Angeles 37, Calif. 


Terms 30 days 








ELECTRIC TRAINS WILL BE BACK--and HOW! 


Prepare for the Christmas 
Buying Spree! 


Mr. Display Manager: 


Give the train hungry fans a pre-view of 1946 models 
with this attractive window display. Accommodates all 
models—all gauges. Simple, foolproof yet lots of action. 
Soft copper rails provide perfect operation and never re- 
quire cleaning. Eliminate wear on wheels and contacts. 


A demonstrator does not become a used train. Display 
can be set up or dismantled in 15 minutes. Packs in 
permanent dustproof, corrosionproof ‘Masonite’ case of 


diminutive size. 

Post specifications and price and sidewalk customers 
make their selection direct from display. Saves hours of 
toy salesman's time. 

Here's your chance for an inexpensive, Christmas window 
that will stop all passers-by and really sell merchandise. 











VURAL p 


GENUINE STRUCT... 


O F 


ENDS ORIGINAL 


TEMPERED MASONITE 


For Moderu Remodeling aud New Construction 


In Stock 
Available 
Immediate 
Shipment 















DESIGN 
1-24 
















with Smart Lighting Effects. 
Chicago, Harry Meyers, Display Mer. 





Made of strong, tempered Masonite Presdwood, 
rial for creating outstanding treatments for smart, 
remodeling construction. They are flexible. . 











A Pi PULAR DESIGN 
WITH HUNDREDS OF 
PRACTICAL USES. 


can economically be treated. 
for store interior, backgrounds, equipment and display, 
. durable . .. modern .. . extremely practical . 
for creating outstanding effects . .. at low cost. They 
shipment. Plan vour needs ... Place your order now! 






























Structural Bends Create Modern Electric Appliance Store 
Trock Appliance Co., 


Structural Bends are a practical, 
modern window backgrounds, interior and 
. easy to cut... 
: Quickly interchangeable to meet daily or seasonal requirements. 
available in 8 foot and 12 foot lengths . .. Any height... 
They are designed to meet the requirements of modern construction 
new construction, remodeling. Time tested 
. affording almost unlimited opportunities 
are in stock, 


Send for 

Catalogue 
Blueprinting 

Seventeen 
Basic Designs 


Available 


inexpensive mate- 


finish and install 
Seventeen basic shapes, 
any shape ... any size area 


construct .. 


available for immediate 





DISTRIBUTED EXCLUSIVELY BY 


W. L. Stensgaard and Associates, Inc., 346 N. Justine St., Chicago 7, Ill. 








DESIGNS AVAILABLE 
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Transparent --- Dramatic 
ENTIRELY NEW AND DIFFERENT 





DISPLAY WORLD 


TRANSPARENT 


CHRISTMAS 
TREE 


You are cordially invited to view an 
entirely new creation for effective | 
Christmas display. 





It is a full-round unit with display 
shelves, suitable for the display of small 
wares, lingerie, bags, gloves, shoes, etc. 


Painted and collaged by Annot, inventor | 
of three-dimensional glass panels. 
Design copyright No. 246. Sizes 3 ft. to 
14 ft. 
See Annot personally at the 
June 24-28, 10 a. m. to 7 p. m. 


studios, | 


all types of merchandise and all seasons. 


Fine Art in Display 
96 5th AVE., NEW YORK CITY 11 

























FRESNELITE No. 506 
List price $60.00 


Fresnelite users 

John David, New York 

B. Forman & Co., Rochester, 
mm: 7%. 

Arnold Constable, New York 

Franklin Simon, New York 

Marshall Field, Chicago 

and MANY others. 


Beat the Daylights 


Out of Your Windows! 


COMBAT WINDOW REFLECTIONS! 
CHANCE-—give them enough concentrated LIGHT 


Give your 


CENTURY’S 1500 Watt FRESNELITE. 


FEATURES 


Soft edge, even field—adjustable focus. 


I~ 
M Front hinged door—for easy bulb change. 
\~ 


Heat-resisting Fresnelens—Patented. 


Vi 


Color filter changed in any position. 
Air-cooled; Universal direction control. 


Pipe clamp, flange or base mounting—included. 


DISPLAY MEN-—Don't fail to see the Century “Paint With Light” 
windows at John David’s NEW STORE — Sth Ave., at 49th St. 


Come to our showrooms. 


419 WEST 55TH STREET 


See a demonstration—work it yourself! 


CENTURY Lighting Equipment is ENGINEERED Lighting Equipment 


CENTURY LIGHTING INC. 





NEW YORK CITY 19, NEW .YORK 










314 N. Eutaw St. 





WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


Baltimore, Md. 








STORE DIRECTIONAL SIGNS 


IN NATURAL WOODS OR COLORS 
Store Name Plates and Floor Directories 
and Wood Letters for Ledges and Signs 


DISPLAY CRAFT 


963 Lake Dr., S. E., Grand Rapids 6, Mich. 











Inquiries invited on original designs for | 


Annot-Jacobi Studios. 


displays a | 
Use 


| cers were: president, Joe S. 





R . 4 . 





MAY, 1921 


Julius Hirschfield took over display {for 
the Riceman chain. He had been first as- 
sistant at J. B. Greenhut & Co., New York 
City, for 14 years. 

EK. P. Lavin resigned as display manager 
for Yowell-Drew Company, Orlando, Fla, 
to head the display department of Oppen- 
heimer-Alsop Company, Oscaioosa, Iowa 

The Lansing Display Club was formed 
by displaymen in the Michigan city. Off- 
Clark, G. W. 
John M. 


secretary- 


Knapp Company; vice-president, 
Metcalf, Shubel’s Shoe Store; 
treasurer, Otto R. Greschke, 
gan Company. 

The fourth annual convention of _ the 
Kansas Association of Display Men was 
held at Hutchinson. Among the speakers 
were Carl Meier, Chicago; Ray T. Whitnah, 
Crosby Brothers, Topeka, and W. L. 
Stensgaard. Officers elected for the follow- 
ing year were: president, Leo Harris, Wich- 
ita; vice-president, Hugh L. Gordon, Wichi- 


Dancer - Bro- 





ta; vice-president, B. F. Fennimore, Inde- 
pendence; secretary-treasurer, R. S. Griffe 
Topeka. 

Gustave Krause resigned as_ display 
manager for Harzfeld’s, Kansas City, to 
enter business for himself. 

MAY, 1936 

First prize in the national display con- 

test conducted by Edison Electric Institute 


was won by George H. Wagner, George B. 
Peck Company, Kansas City. The award 
consisted of an all-expense-paid trip to 
Cuba. 

James Cook was made display manager 
for The Fair Store, Fort Worth. He had 
been first assistant to W. L. Huntsman, 
succeeding to the position on the latter's 
death. 

Top prize winner in the National 
ball Week display contest was L. E. 
merton, Sauer’s, Memphis. 

George Stevens, Montgomery Ward & Co., 
was elected president of the Spokane Display 
Men's Association. Oscar Oecks was named 
vice-president. 

The Bozeman, Mont., Display Club had 
the following officers: Jack Vickey, J. i‘. 
Penney Company, president; Lou Paine, 
Chambers-Fisher Company, vice-president, 
and Don Fletcher, Gallatin Hardware Com- 
pany, secretary-treasurer. 

Sandy Young resigned as display manager 
for Day's, Spokane, to join the Coulee Trad- 
ing Company, Mason City, Wash. 

First prize in the Artcraft hosiery display 
contest awarded to Arthur Cowley, 
The Addis Company, Syracuse. 

H. N. Badin, formerly of Mandel Broth- 
ers, Chicago, became head of the display de 
partment at State street store, 
of the same city. 

Alvin took ! 
Jong’s, Evansville, following his. resignation 
from the display staff of Wm. H. Block & 
Co., Indianapolis. 


Base- 
Sum- 


Was 


Lerner’s 


Tarpey over display at De 
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New Colors... New Designs... 
1 New Etfects... 
st as- 
a when you visit Room 608 Hotel New Yorker 
al NEW YORK 
o DISPLAY MARKET WEEK 
. W. 
ML JUNE 24-28 | 
etary- 
— i You'll see on display a new line of Fall and Christmas numbers that will | 
= OF DISPLAY INDUSTRIES make your displays more beautiful and effective than ever before. 
2 A Cordial Welcome Awaits You. 
Y. &@ 
ollow- # 
Wh Coy-Disbrow & Co., Inc. | 
be Display Division | 
ail “ae 686-690 GREENWICH ST. NEW YORK 14, N.Y.) | 






































, con- 
stitute 


SCI... . $12.50 a ‘sation go WLI . . . $14.50 
CLASSIC SCROLL 20 x 84 MOVABLE POLES DECORATIVE UNIT Ve CUL 





; DISPLAYER 18x84 3 FT. LONG AND DISPLAYER 

rge Db. 

award a: 

wal TO AND TO OUR SHOWROOM! 
a PAPIER MACHE—FANTASY OR REALISM 
uae Sculptor and Staff 


wae WIRE-PLASTIC-GLASS DECOR—IDEAS DEVELOPED 
Skilled Technicians 
& Co. 

Nisplay | 
named 


ACCURATE CONSTRUCTION—FIXTURES 
BACKGROUNDS e DISPLAYS 








‘i Master Craftsmen 

cae MODERN DESIGN—HIGH STYLE CREATION 
anager Art Director and Assistants 

Trad- 

sale LETTERING AND ART DEPT. 

‘owley, 

nde SYLVOR COMPANY 136 W. 24TH ST., NEW YORK 11, N. Y. 


A CREATIVE AND PRODUCTION ORGANIZATION 
SERVING LEADING CHAIN AND DEPARTMENT STORES SINCE 1929 


it De 
mation 
lock A 
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No. 254—6” x 6” 





THEY ARE WINNERS! 
ALL LUCITE BRASSIERE STANDS 


No. 252-4” x 4” x YQ” Thick Base, 14” Rod, 
12” High, Complete with 2 Busts. $8.10 each 
53—5” x 4” Thick Base, 4” Rod, 
18” High, Complete with 3 Busts $11.50 each 


x 
24” High, Complete with 4 Busts $15.10 each 
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yy” Thick Base, ¥%” Rod, 












314 W. Jackson Blvd. 


Chicago 6, Ill. 





THE FIXTURE MART - INC: 


MANNEQUINS—DISPLAY FIXTURES—-SHOW CASES 























Harry S. Meyers will be pleased to 
greet all his friends and customers 
at the 


HOTEL NEW YORKER 
ROOM 644 


JUNE 23 - 29 
MARKET WEEK 


ADVANCE DISPLAYS 


929 Arch Street, Philadelphia 7, Pa. 


Member NADI 





USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 


USED DISPLAY EQUIPMENT 
FOR SALE 


REPRESENTATIVES WANTED 


$3.00 Per Column Inch 
CASH WITH ORDER 







































12" HIGH 


8"GLASS 
TRAY 





Meet the 


DISPLAYMATES 


Cutest Trio of Sales-Builders Ever Designed 


Eye-appealing attention getters, these cute 
and clever kids. Designed to attract and 
make your customers want to buy. In sets 
of three. Each complete 

with 8" circular glass tray. $22-50 
Mail coupon for yours today. SET OF 3 


rN 11-10) @ ed ee eee ee ee 


ART R. COHEN COMPANY 
810 PENN AVE., PITTSBURGH, PENNA. 


Send | set DISPLAYMATES to us immediately. 
Check enclosed. [] Bill us for $22.50. 


FIRM NAME 
ADDRESS 
CITY 





Se rrr TY 
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SIMPLICITY IS THE KEY-NOTE 

AT YOUNG-QUINLAN'S 

[Continued from page 53 
pare the average window, beginning with a 
prospective sketch from which blue prints 
are made and sent to the carpenter shop 
for any background or furniture detail. lor 
a detailed window, he fashions backgrounds, 
trims and accessories in miniature and fits 
them into scale models of the windows. 
He likes to keep his windows as new as the 
next minute, and when a piece of particu- 
larly striking merchandise arrives, he ire- 
quently manages to have it in one of the 
windows within a few hours. 

When customers ask to buy merchandis¢ 
from the windows, Samsel feels that his 
displays are doing a good job, and promptl) 
removes the item even though it means that 
he must re-do the entire display. After all. 
he says, that is precisely the reason for a 
display—to sell merchandise. 

Samsel credits much of his knowledge of 
display merchandising to Elizabeth C. Quin- 
lan, former owner of the Young-Quinlan 
Company, whose keen merchandising and 
promotional sense built the store from a 
tiny shop in back of another store to its 
present top-ranking position. 

During the period when Miss Quinlan was 
merchandising handkerchiefs to the point 
where they have become one of the largest- 
selling single items in the store, Samsel de- 
signed a window display that sold $6,000 
worth. 

Even in his leisure hours, Samsel never 
quite eludes his calling. At present he 
teaches interior decorating to a class of 86, 
and at one time was an instructor in the 
Minneapolis School of Art. He is an active 
member and former president of the Min- 
neapolis Display Guild, and for several 
years planned the showings during Retail 
Market Week in the city. 

In addition to his display duties at Young- 
Quinlan, Samsel plans all the store’s style 
shows, greeting the guests—many of them 
by name—and generally keeping the show- 
ings in smooth running order. 

The management of Young-Quinlan (the 
store is now owned by the Chicago firm of 
Henry C. Lytton & Co.) appreciates the 
value of outstanding windows and has called 
public attention to the displays in advertise- 
ments. The windows are a part of almost 
every sightseeing tour of Minneapolis, and 
at night they are a “must” for window 
shoppers. 

Calling display “the most important ad- 
vertising and sales-producing medium in 
the world,” Samsel says: “Like the adver- 
tisement, the store window carries the pros- 
pect up the first four steps necessary to amy 
sale: first, to attract attention; second, to 
arouse interest; third, to stimulate desire: 
and fourth, to induce action in the form 0! 
a purchase.” 

“But, unlike the advertisement,” he adds, 
“The display window has the added power 
given by size, light, color, and—mor« that 
all else—by an actual display of the met- 
chandise rather than a printed description 
of the merchandise or an inked reproduc 
tion of its possibilities. 
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“It is impossible to judge windows 
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general on any one basis,” he continues, 


“Por behind the window itself is the store, | 
th. personality of its proprietor, its sales | 
force and the clientele to whom it caters. | 


It would be business suicide to install cos- 
mopolitan windows in a small town store, 
or small town windows in a cosmopolitan 
store. Each city has its own class of 
patrons and its own standards of merchan- 
dise, price and service. So does every store. 

The point should always be borne in 
mind that while artistry, symmetry, har- 
mony, color and the other fundamentals of 


display are extremely important in them- 


selves, they are outweighed by the one idea 


sales appeal; outweighed to the extent | 
that the entire value should be judged by | 


results, rather than by the means taken to 
secure those results.” 


Stone Back With 


Feine, Boston 


\fter four years service in the army, | 


where he held the rank of captain, James A. 


Stone has rejoined the sales staff of Feine | 


Trimming Company, 25 Kingston — street, 





—Capt. James A. Stone— 


Boston, as field sales representative. Stone 
enlisted as a private in 1942 and after 11 
months of enlisted service was commissioned 
at (amp Davis, North Carolina. 

Stone saw overseas duty with the 104th 
Infantry Division in Belgium, Holland and 
Germany. When the war ended he was as- 
signed to the military police as assistant 
provost marshal for the city of Le Havre, 





Change Of Positions 
For Pittenger 


lormerly in charge of display for The 


Smart Shop, Houston, C. W. Pittenger is 
with Fred Wyse Company, of the same 
in a similar capacity. The vacancy at 


Smart Shop has been filled by Irving 
lan, at one time display manager for 
in but more recently with Joske’s, San 


Salle Ann Names 
Gene Denner 

appointment of Gene Denner as head 

play department purchasing for Salle 

Shops, Inc., St. Louis, has been an- 

l. I. Lauck, formerly in that posi- 


no longer connected with the display 
nent. 
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Make Plans Now 
to Attend the... 


N. A. D. I. 


Display Exhibit and Market Week 
New York City, June 22 to 29, 1946 


HOTEL NEW YORKER 
More Than 3 Floors of Display Exhibits 


Be Sure to Visit the Garrison-Wagner 


ROOMS 611, 612, 614, 615 


Showing Complete Line of Christmas Decorations and Decorative 
Background and Flooring Papers and Materials, Letters, Gadgets, 
Foliage, Flowers, Accessories, Natural Decoratives, Spun Glass, 
Papier Mache and Plaster. 


Garrison-Wagner Co. 


1627 LOCUST ST. ST. LOUIS 3, MO. 


vaaeavaamian Chicago Showroom — 20 East Congress St. 


PROGRESSIVE 

















ATTRACTIVE TRIM 
OF 


BLOUSES © SWEATER @ COATS e SUITS 
DRESSES @ GIRDLES e BRASSIERES 
CORSETS 


Over 20 Different Styles to Suit Every Taste and Purpose 


COMING IN 


PAPIER MACHE 


ENAMEL FINISH OR CRINKLE PAPER 
AND 


ee Wail: 


T RiAL 
Form No. 155 Crinkle Paper NBREAKABLE DISPLAY MATE 
tAlse in enamel finish or Rub- NO BREAKAGE NO CHIPPING 
Mache Available.) 
WHETHER YOU BUY DIRECTLY OR THROUGH YOUR FAVORITE JOBBER 


INSIST ON PRODUCTS OF THE ORIGINATORS OF RELIEF-DISPLAY-FORMS 


HERTIE INC. 
SHOWROOM and’ = 300 WEST 43rd ST., NEW YORK, N. Y. 


Corner 8th Ave. @ | Block West of Times Square 
FACTORY: 345 WEST BROADWAY, NEW YORK, N. Y. 


| VISIT US DURING JUNE MARKET WEEK @ SHOWROOM OPEN TILL 8 P.M. 
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display decorations 
and fixtures 


¢ LUCITE 
¢ CHROME 
¢ PLASTER 
¢ WOOD 


¢ MANNEQUINS 
e SET PIECES 


¢ FLOWERS 


e PAPERS AND 
FABRICS 














THE SHOWROOM 


KEITH THEATRE BUILDING 


FUlton 4202 * DAYTON 2, OHIO 











BIRCH POLES 


e@ CEDAR POLES 

e CEDAR SLABS 

e BIRCH BRANCHES 
e BIRD HOUSES 

e@ RUSTIC DISPLAYS 
e BIRCH DISPLAYS 
e RUSTIC FURNITURE 


RUSTIC FURNITURE CO., Inc. 


“Parkcraft”’ 
Phone 68 Day— —Night 147 
WILLIAMSTOWN, N. J. 











JUNE MARKET WEEK 
DON’T MISS MOST COM- 


PREHENSIVE DISPLAY LINE SHOWN 
SAVE TIME + DAILY LUNCH ON US 


DARLING DISPLAYS 


47 W. 34TH * NEW YORK 





% § 
i @ 


RELIEF-DISPLAY -FORMS 


DURING JUNE MARKET WEEK TILL 8 P.M. 


In Our Showroom: 300 West 43rd St. cor. 8th Ave. 


ePlease Mention DISPLAY WORLD 
When Writing Advettisers 
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Metcalf Named Head of 
G. E. Display Program 


New merchandising and display repre- 


| sentative for the General Electric Company 


is F. Russell Metcalf, who heads the com- 
pany’s enlarged point-of-purchase merchan 
dising program on a nation-wide scale. 

A veteran of six years with General 
Electric, Metcalf brought to the company’s 
Merchandising department 


Appliance and 


| in Bridgeport, Conn., more than ten years 


of experience in the display field, including 
both free-lance and chain store display. 
Bridgeport will be his headquarters, but 
because one of the goals of the merchan- 
dising program is to find out exactly what 
dealers and distributors in all parts of the 
country want in the ot display items, 
much of Metcalf's time will be spent on the 
periodical surveys of the 
Electric's and 


way 


road, conducting 
needs of 
retail distribution. 


General wholesale 


Under Metcalf’s direction, the point-of 
purchase merchandising plan, with its theme 
stating that “the display makes the sale,” 
is being coordinated to support the com- 








pany’s national publi 
vertising campaigns. 

Supplementing an 
display methods and 
valuable experience 


MAY, 1946 


cation and radio ad- 





overall knowledge of 
problems is Metcali’s 
in commodity manu- 


facture, gained through five years as a pro- 


duction manager, 
background informati 


of products whose 


and display now so v 


giving 


effective 


him a fund of 
yn on the manufacture 
demonstration 
itally concerns him. 





New Display Factor 
Enters Field 


Harry Blau, formerly a dress manutac- 
turer, has bought Plastic Displays, Inc., 
formerly owned by Speiser Brothers, and 


plans to continue pr« 
plastic fixtures. The 
112 East 19th street, 


duction of a line of 
company is located at 
New York City. 


Springfield Displayman 


Conducts Display C 


A class in display 


the local Trade School by Ira T. 


display manager for 


Springfield, Mass. 


“THE DISPLAY PARADE 10.0: 


lass 
is being conducted at 
Sherwood, 


Forbes & Wallace, 


by Tony Brinker 





Grn WAS BORN AT MCCOMB, 
ISS. HE IS MARRIED AND 
HAS A SON 14 YEARS OLD AND 
A DAUGHTER 12. WHE WAS 
EDUCATED AT THE UNIVERSITY 
OF ALABAMA AND ATTENDED 
THE ACADEMY OF FIWE ARTS 
CHICAGO 


DISPLAY DIRECTOR , 
KRESGE’S DEPARTMENT STORE 
_ NEWARK NJ. 


oe) hi 
ENJOYS OUTDOOR BARBECUING.... 
OTHER HOBBIES ARE FISHING AND SWIMMING. 
HIS DISPLAY EXPERIENCE INCLUDES 21/2 
YEARS WITH SAKS-FIFTH AVENUE... 
FIVE YEARS WITH L. BAMBERGER &CO., 
NEWARK AND TWELVE YEARS WITH KRESGE. 
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Sition 


T O 2 S in everything for 
DISPLAY 


on exhibit at our spacious showrooms during 


NEW YORK 
DISPLAY MARKET WEEK 


JUNE 24 - 28 






















4 


We'll be waiting for you with a complete showing of the newest and best in display fixtures, equip- 
ment, mannequins, novelties and accessories. And you'll find everything displayed for convenient 
and time-saving selection. Visit our showroom where hospitality and good fellowship are a by-word. 
At the cross roads of display — where displayman meets displayman. 





NEW! DURABLE DORABLE MISS MANNEQUINS .. . FIXTURES .. . FORMS... SPECIALTIES... 


sila ie: anh abil eae tae tiemeaiadinn RACKS ... PLASTIC, WOOD. AND. COMPOSITION. NOVELTIES 
for the MISS, size 12, that will be a win- 
ning companion to the famous Durable 


ee SIEGEL 
S he C i 
Sees aap Ren N A T | N Cc ° 


DURABLE DORABLE DEBS & DEARS 39 W. 37th ST. NEW YORK CITY 18 
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Henry's C2 Ae A 


PLASTIC HANGERS 
for DISPLAY 


“We make the better Hanger 
For the better Merchant” 


12" Size 
“KIDDIE HANGER” 








14!/," Size 
“JUNIOR HANGER” 


THE BEST 
HANGERS 


MADE 17" Size 


“LADIES HANGER" 


‘ A Hanger of Superior Quality 


“THE HANGER KING” . Pioneer of Plastic Hangers 


HENRY HANGER CO. of AMERICA 
450 Seventh Ave. N. Y.1, Dept. DW 


16 SQUARE FEET 
OF EMBOSSED 


onl 
LEATHER oo 









‘OF COURSE NOT 
But You Get the Same 


Effect with COVERAY 


Imagine a 4-ft. square leather table top for less 
than $1.00! You get the looks at least with 
COVERAY at that price and it wears amazingly! 
For almost any other lining or covering job, it 
looks dollars at a cost of pennies. Besides, it’s 
highly resistant to grease, stains and fading—100% 
washable baked-on enamel finish—22 authoritative 
colors—plain colors as low as $1.50 for 4-ft. x 25-ft. 
rolls. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. 





ST. LOUIS, MO. 
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DISPLAY AT LORD & TAYLOR 
[Continued from page 45] 
color filters. Each window can take about 
10,000 watts of electricity—5,000 watts above 
and 5,000 below. These lights are so grouped 
as to floodlight the entire window, the depth 
as well as the height. 

Several different types of mannequins are 
used in the windows. In fact, one-third of 
Callahan's budget goes for mannequins. 

One set consists of the ballet type figure. 
These are used to display apparel and lin- 
gerie. 

Then there are the “Realistic” fashion 
mannequins—used in cafe scenes, opera box, 
or street scenes. 

The third set is one of “Unfinished” man- 
nequins. These are made of cotton cloth. 
They can be painted in any color or covered 
with anything fancy dictates. They can be 
made to look like roses in full bloom and 
modeling spring coats (a pre-Easter display 
of 1946) or made to simulate leaves and 

plants. They have even been 
with sawdust and have been made 
up to look like autumn and 
crows. They are painted with water color 
paints in whatever hue used in the general 
display at the time. 


erowing 
clothed 


leaves scare- 


window 

The fourth set is one of “Humorous” 
mannequins, used for “gag” windows or to 
create a laugh. Recently they used 
to show a group of men, dressed in under- 
wear, gathered around a table enjoying a 
game of cards. 


were 


Then there are the mannequins 
which are especially suited to wear all types 
of sports wear. 

The new plastic mannequins are hollow 
and translucent. Different colored lights 
are always inclosed in these when they arc 


sports 


used. 
least, in this list ot 
Lord & Taylor’s win- 


And last, but not 
mannequins used in 


dow displays is the set made of chicken- 

wire. These are used to display yard 

goods, fabrics, and small accessories. 
Interior display at Lord & Taylor is 


under the direction of John Robert Riley, 


who has a staff of 18 people working under 


him. 
The interior set-up is broken up as_ fol- 
lows: fashions, home furnishings, men’s 


wear, children’s wear, and accessories. Each 


one of these departments has its own dis- 
staff following the same broad outline 


mentioned in. the be- 


play 
of display 
ginning of this article. 


policy as 


All of these departmental displays are co- 
ordinated by Riley, who also is an authori- 
ty on fashion coordination in display. In 
stating his own ideas about interior display, 
he savs: 

“We like things to look 
too formal, and not adhering to any formu- 
las. We try to make our interior displays 
They should be full 

sophisticated but 


feminine but not 


° . ’ 
as artistic as possible. 
of ideas. They can be 


not too chi-chi—not too flossy. 

“All of our displays try to call attention 
to the personality of the store of Lord & 
Tavlor, which is this: ‘We feel that the 
American look is the fashion in- 
Huence in the world today’. 


greatest 


“Displays should be as handsome as pos- 
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sible, with emphasis placed on the artistic 
side. This artistic side takes all forms— 
abstract, baroque, practical. Current dis- 
plays at art galleries and the costuming of 
stage productions act as our guides.” 
Interior displays are placed at the end 
of aisles, in showcases placed at elevator 
entrances, in niches along the wall space, or 
in unexpected places on the display floor. 
Often they are in a different department or 
floor than where one would expect to find 
them. How the mannequins are clothed is 
sometimes For instance, a 
blouse was exhibited on a mannequin placed 
on top of a showcase containing women's 


“reversed.” 


suits. This brought the attention of the 
shopper to the fact that she must buy a 
blouse to match that beautiful suit. They 
call this plan ‘reverse selling display’. This 


writer calls it excellent attention to detail. 

On the projection staff of the store is one 
who is an expert on accessories. The dis- 
plays in this particlar department are al- 
ways distinctive and original. A very un- 
usual one consisted of a rooster made out of 
copper wire, seen scratching in straw. (The 
straw in this case was made of aluminum 
shavings). A jewelry pin of a rooster was 
highlighted on the rooster’s side. 

Another glassed in case display in this 
department showed jewelry, placed on bright 
thread woven into a cobweb. The case had 
a mirror background, while the sides and 
front were of plain glass. The display was 
lighted with concealed spots from above. 

In the children’s wear department a typi- 
cal setting might involve three chicken-wire 
children’s mannequins—one playing on the 
floor, one in the act of climbing a_ step- 
ladder in order to hang up his cap, and the 
third one making a general survey of the 
scene. 

The interior display department uses five 
different sets of mannequins, and attention 
to detail and beauty of design is always 
emphasized. The people on the display staff 
are adept at taking a fabric and so draping 
it around a figure that it becomes a beauti- 
ful gown. 


During the past Christmas season several 
beautiful displays were made using manne- 
quins as their central theme. One of these 
showed two figures made of plastic which 
were suspended from the ceiling. They were 
lighted from inside, and their clothing was 
ornamented with brightly colored sequins, 
balls, and crystal drops. 

In another department Christmas cards 
were displayed. A China silk curtain, hand- 
painted and embroidered with sequins, mir- 


ror discs, and beads used as a_back- 


was 
drop for the cards. For attention to detail 
this would make a stage director's heart 


leap with joy. 


Displays of statuary groups of figures 


made to catch the spirit of Meissen porce- 


lain were also used; the figures were of 
papier mache and glazed. 
Although Lord & Taylor was founded 


many, Many years ago, it stands today as 
one of the youngest American stores im 
spirit. This impression is conveyed through 
the remarkable displays, the modern mert- 
chandising methods, and foresight in being 
able to anticipate the trends of tomorrow 
and present them today. 
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>| | SAUTOMOLITES” 4327" ich 
_ 4 Modern Display Lighting Units 
e end NOW IN FULL PRODUCTION — AVAILABLE FOR IMMEDIATE DELIVERY 
evator 
es You can have dramatic display lighting NOW! 
ent or NULITE introduces and features their latest line of display lighting units, “ATOMOLITES", expertly 
o find designed and engineered for display use. They are the final result of extensive study by a group of 
ied is leading display lighting engineers, which accounts for their exacting construction and smartness of design. 
ce, a The free adjustment of the swivel permits accurate focus to enhance the beauty of window and interior 
placed displays. “ATOMOLITES" are truly the most modern lighting units ever offered the display field. 
men’s The entire line is union made and has the approval of the Underwriters’ 

, a Laboratories. 
) € 
buy a 

They 

This 
detail. NB-20-F 

a Floor type, equipped with 

IS one switch in base, plug and 6’ 


e dis- cord, approx. weight 2 Ibs., 


list price 
re al- 
re al $10.00 


out of 





NB-20-XW 
Wall type, equipped with switch 
in back, approx. weight 2 Ibs., 


as A COMPLETE LINE 
(The Illustrated are only four of the 
mest popular models. There are 





























ninum sepa 
nae? other styles to meet your par- list price $9 50 
r was ticular requirements. : 
NB-10-F 
COLOR FILTERS NB FA 
1 this Amber, Red or Green Giass Color Filters, List Price $1.10 -10- Floor, type, equipped wit h 
P . - switc ase, ) < ¢ 
bright JOBBERS—Write for attractive agency proposition. Be first to handle Equipped with switch in base, pra poi © tee sand ¢ 
e had this quality, modern line of display lighting units plug a“ : pe approx. weight list price 
ee s yrice 
s and WRITE FOR ILLUSTRATED CATALOG OR VISIT $15 00 $12 25 
y was OUR SHOWROOMS WHEN IN NEW YORK ° 7 
ys h York City | 
tive NULITE Company, IOI West 47th St., New York City 19 
1-wire 
mn the 
step- 
id the 
tf the e | 
+ iv annequins, SO ther tems, 
ention , 
ilways 
y staff Ce BD ] 
pan econtrolle 
yeauti- 
everal ; - : ; st ; ; m : 
vanne- HE Office of Price Administration has while those on others have been lifted, along that they would have to give the matter 
these issued an amendment (No. 77) to with plastic display products. further study before announcing by what 
which MPR-188 whereby display mannequins While store display racks and cabinets per cent they would increase prices. Others 
, were are suspended from price control “provided _ still remain subject to maximum price regu- said that they contemplate no increases as 
g was the reporting requirements set forth in that lations, point-of-sale display racks, stands long as they can operate without increasing 
quins, ction are complied with”, according to and the like have been decontrolled where expense. 
bradley H. Patterson, Head of the Equip- they are specifically designed to show par- _ 
al ment & Supplies Section, Appliance & Equip- ticular brands of merchandise and on which 
“ards . - e ° ‘ 
, a ent Price Branch, of the OPA. the brand name or the manufacturer's name Back From Marines, 
ili Store display equipment is still under is permanently marked or imprinted. lypi- Diefenbach Joins Weisman 
Pigiier rice control,” Patterson says. “If made of cal of the items decontrolled are the point- : ; i ; , a 
back- ; spas : : : : ; ; Following his discharge from the U. S. 
etal, manufacturers may increase their  of-sale units supplied retailers by national P os : , 
detail = ; ; : Marine Corps, with which he served for 
ices by 10.5 per cent under Order [1 of advertisers. ; : : hy ; Ud 
heart 1DR_1@ or . . ais ge four years, Francis Diefenbach is now with 
PR-188, providing that certain reporting On the whole, it is expected that freeing te ghee ps ay 
a ats . - ; ; ) . ; Weisman & Co., Marshall, Texas, as dis- 
ovisions and billing requirements set forth mannequins trom OPA price regulations i ng ater sins 
ores ° i 7 ° 2 2 ee ° : c and advertis y anager. 
igure the order are complied with. No increase will result in a fairly general price rise to P*4¥ @N@ 4eve 8 8 
porce- sas yet (May 3) been ordered for wooden the retail store, although some firms have 
re of splay fixtures, but an industry survey is indicated their intention to maintain present 
v being conducted here which may result} mannequin prices, at least for the time Don’t forget — send in your news 
unded such action, being. A number of firms have been oper- items* about all happenings in the dis- 
lav as We are in doubt about papier mache ating on a too-close margin under OPA : death P 
‘es ml ms. It is possible that they may be classi- limitations, and had long regarded a price play field: births, deaths, marriages, 


rough 
mer- 
being 
orrow 





| as mannequins.” It is suggested that 
lescription of such forms be supplied to 

nearest OPA office so that an accurate 
ssification can be obtained. Controls on 
l© papier mache display items still exist, 


increase as inevitable as soon as restrictions 
were lifted. 

Several mannequin manufacturers inter- 
viewed during the Southern Display Asso- 
ciation Conference in Houston commented 


changes of position, anything pertain- 
ing to display or displaymen any- 
where. 














































Visit OUR EXHIBIT 


NEW YORK 


MARKET WEEK 


x wk * 


THE TIME: 
June 22-June 29 


THE PLACE: 


Hotel Pennsylvania 


THE REASON: 
Lovely Displays 


THE PEOPLE: 
"Who's Who" in Display 


<= Ws 


FEDER INDUSTRIES, INC. 


116 West 48 Street 
New York 19, N. Y. 








DISPLAY 


WIGS 


NATURAL 
ATTRACTIVE 





Your own styles or 
ketches duplicated if 
desired Designed for 
display mannequins ot 
every description 


ARRANJAY WIG CO. 


WIG SUPPLIES, DOMESTIC & EXPORT 


32 WEST 20th ST. NEW YORK CITY 
Telephone Chelsea 3-8341 
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~ 145 to 15] 
W. 18th St. 
New York 
Manufacturers 


of 
Wood Letters 
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for Exclusive PROPS, SCREENS, FIGURES, 
PAPIER MACHE, ART WORKS, etc. 
from % to % off ORIGINAL PRICE 


Stillman ART DISPLAYS 


344 W. 42nd St., N.Y.C. 18 
DISPLAY SALES AND SERVICE 











DISPLAY WORLD 





Enclosed please find a check for $3 for 
which I would like to have you send me a 
year's subscription to DISPLAY WORLD. 
I saw a of the fine magazine at. the 
home of one of my displayman friends in 
Saginaw, and I said to myself: “DISPLAY 
WORLD, where have you been all my life? 
You're just what I’ve been looking for!” 
Please place me on your mailing list 1m- 
mediately—Wallace J. Bronner, Franken- 
muth, Mich. 


copy 


First of all I would like very much to 
compliment the staff of your magazine for 
a very fine publication. DISPLAY WORLD 
is a wonderful help and has been a great 
contributiow to our business. 

\fter spending five and one-half years in 
the Royal Canadian Air Force I returned 
to find that to dis- 
play had quite gone to seed. At the present 
am trying to rectify this situation, 
but on some subjects I am very much at sea. 

With kind offer to will 
explain a few of the problems that are giv- 
trouble. I don’t wish to burden 
you with too much because you will likely 
have enough your own, but at 
the same time I certainly would appreciate 
any assistance you can give me. 


our business in respect 
time | 
your assist, | 


ing me some 


worries of 


One thing that we need is a new way of 
writing our name so that we can use the 
same design of lettering for our outdoor 
sign, letterhead, shoe-box label, ete. Would 
you suggest some form of script lettering 
or not? Can you suggest anyone who could 


help with our store layout and display case 


design? Our store has a very narrow en- 
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trance, and this complicates our layout 
problems.—G. Edward Scarrow, Scarrow’s 
Shoe Store, Owen Sound, Ont., Canada. 


Let me first of all extend to you and your 
staff fraternal greetings and wish you a 
happy postwar period with posterity. No 
doubt you are well aware of the popularity 
of your journal in Australia by its attend- 
ant sales figures. I receive copies regularly 
and they are well appreciated by my staff, 
of which there are 12 members in all.—R. H. 
Coxall, Murdoch's, Ltd., Sidney, Australia. 


We duly received your issues of February 
and March... and acknowledge with plea- 
sure that we find DISPLAY WORLD ex- 
tremely interesting and gives us the right 
idea about American displaying standard. 

Today we should like to invite any inter- 
ested American to spot our windows in the 
big cities such as Amsterdam, The Hague 
and Rotterdam. In the month of February, 
for example, the leading had all 
their large windows displayed in “surreal- 
ism” style and that in a way that showed 
that our countrymen still up to date. 
Many have engaged to their staff, 
artists who had academical training. 

Members of the United Armies who were 
lucky enough to visit liberated Holland 
showed their amazement when they saw our 
high standard of displaying. As a matter 
of fact, they expected windows who should 
bring to them the old 
ages. 

On account of textile shortness nowadays, 
much attention is paid to decorations and 
colors, but no doubt when more goods are 


stores 


are 


stores 


sweet memories of 


coming and lights in display windows are 
again allowed to switch on, Holland will 
show the world that the war might have 


ruined many things in our beautiful country, 
but never the = spirit and initiative for 
attracting the public via our art of display- 
ing in leading international style — F. Th. 
A. Potjes, H. Martens & Co., Rotterdam, 






















2606S 26-6 






—Members of the Indianapolis Display Club at the first formal meeting, held on April 15. 
Standing in the rear are Charles Ayres, president; R. C. Kash, editor, DISPLAY WORLD; Ken 


lkerd, first vice-president, and Roy Carmichael, secretary-treasurer— 
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WALL Tbe? 
BOARD 


ARE AGAIN AVAILABLE IN 
QUANTITY ORDERS 


Full tubes come in the following standard lengths only. For orders 
less than $5.00 there is an additional Handling Charge. 





ht 


Diameters 1" 2" 3° 4" 6" 8" 10" 12" 14" 16%" 22" 
Lengths 

3 ft... $.20 $ .30 $ .45 $ .60 $ .75 $1.05 $1.40 $1.80 $2.15 $2.35 $4.50 
4% ft... 30 45 .70 .90 1.15 1.60 2.10 2.70 3.20 3.50 6.75 
6 ft... 35 60 .90 1.20 1.50 2.10 2.75 3.60 4.25 4.65 9.00 
9 ft... 55 .90 1.35 1.80 2.25 3.15 4.15 5.40 6.40 7.00 13.50 
12 ft... .70 1.20 1.80 2.40 3.00 4.20 5.50 7.20 8.50 9.30 18.00 


Use Half Tubes For Backgrounds 
And General Display 


Cut in half lengthwise tubes: 2" to 6", 35c—8" to 1634", 50c. 


ALL PRICES F. O. B. CLEVELAND, OHIO 


Id See Your Nearest Dealer or Write Us Direct 


- THE MUTUAL DISPLAY MFG. CO. 


nd 1101 POWER AVENUE CLEVELAND 14, OHIO 


he 
ue 


il 











01 You are Cordially Invited to Visit Our Studios During 


Market Week 
JUNE 24-28 








Our Feature Display As Shown on 
Cut 


We have created a number of 
other mechanical numbers that 


are also features 


We'll be waiting for you 





Messmore Studios 


, 400 WEST 27th STREET 
v= +® MESSMORE - Dano ©> — NEW YORK CITY | 
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STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Carry out our instruc- 
tions in your own windows and 
learn while you earn. 


Largest and oldest school of its kind. 
Founded 1904. 
Write for literature. 


THE KOESTER SCHOOL f; 


300 W. Adams St., Chicago, IIl. 








JUNE MARKET WEEK 
DON’T MISS MOST COM- 


PREHENSIVE DISPLAY LINE SHOWN 
SAVE TIME + DAILY LUNCH ON US 


DARLING DISPLAYS 


47 W. 34TH * NEW YORK 








NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 








PEBBLE-TEX 


For copy cards and cut-outs 


Six Pastel Colors and White 


Sold by Leading Display Jobbers 


Exclusive Distributor 


W. C. HURLOCK 


4105 Taylor Ave. Drexel Hill, Pa. 








Beautiful Hand Lettered 


WINDOW DISPLAY CARDS 


reasonable 


(Soliciting stores, localitie without 


“ATOM WINDOW CARDS 


1412-13 Great Northern Bldg., Chicago 4, III. 








REDIKUT LETTERS 


Die Cut Cardboard Letters 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CoO. 
2902 W. 76th St. Los Angeles 43, Calif. 














© Please Mention DISPLAY WORLD When 
Writing Advertisers 


DISPLAY WORLD 


Dazian's, Inc., Engages 
Ted Wiedhaas 

Dazian's, Inc., New York City, which will 
shortly celebrate its 105th anniversary, an- 
nounces that it has entered into a contract 
with Ted Weidhaas to become a permanent 
member of its staff as a consultant and aid 
to producers and others in the development 


of design and display. Weidhaas, who is a 


noted American scene designer, has had 
extensive study abroad with the famous 
Leopold Jessner, Josef Hoffman and Max 
Reinhardt. After three years at the Roxy 


theatre, he invented the now internationally 
known “contour curtain” 
the Music Hall, state buildings, auditoriums 
and theatres throughout the world. He has 
designed scenery for more than 30 Broad- 
way productions and has been a contributor 


now being used in 


to a number of leading magazines. 


Opens Display Firm 
In Seattle 

Maynard D opened a display 
firm under his name at 1417 Fourth 
avenue, Seattle 1, carrying a tull line of 
display materials and equipment. 
with Champion Display, Seattle, and Grant 
& Silvers, Los 
with him his two brothers, Leon J., 


Ross has 


supply 
Formerly 


Angeles, Ross has associated 
formerly 


a designer for Walt Disney, and Alvin E., 
recently discharged from the Army Air 
Force. 


Vogue Display Opened 
In Carthage, Mo. 

\ new display firm has been opened by 
John LD. Batchelder under the 
Vogue Display & Store Service Company, 
is primar 
includes a re 
A variety ot 


name of 


at Carthage, Mo. The company 
ily a free-lance service, but 
tail display 


branch as well. 


materials is being handled. 


display 
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"Displays By Dauman" 
Is New Company 

S. M. Dauman, formerly with Wallach’s 
and Selby’s, both of Fifth avenue, New York 
City, and district display manager for Gray- 
son Shops, has opened an office at 516 Fifth 
avenue and workshops at 1 Cooper Square 
under the name of Dauman 
The company is prepared to design and in- 
stall creative displays and has a_ rental 
service available for smaller shops. 


Displays by 


New Firm Called 
Ris-Art Display 
After 18 years as a 
Risberg has opened a display showroom at 
296 East 149th street, Bronx 51, N. Y., 
under the name of Ris-Art Display Com 


displayman, San 


pany. Associated with him in the project 
is his brother-in-law, Isidor Becker, — re 
cently released from the armed forces. 





Michael Dai Joins 


Emporium, St. Paul 

The appointment of Michael Dai as dis 
play manager for The Emporium, St. Paul, 
has been announced. At one time he was 
in charge of display for the Lindner Coy, 
Cleveland, and later with Rich's, Atlanta, 
prior to entering the armed from 
which he was discharged a short time ago 

Dai succeeds Victor Lutter, who resigned 
in order to join a local architectural firm 
where he will serve as display consultant. 


torces 


Marshall Field Windows 
Urge Food Conservation 

Reminiscent of Victory garden days are 
five current windows used by Marshall 
Field & Co., Chicago, along the State street 
The displays stress the 
share food in order to 


side of the store. 
need to grow and 
help alleviate suffering in other countries. 











—''l wish you'd take those nylons back to the hosiery department where they belong!''— 
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Robinson Again Produces 
Perfume - Flower Show 


True to fourteen years’ tradition, J. W. 


Angeles department 
store, recently presented their annual per- 
ume-flower display series of 14 windows 
howing Lenthéric perfumes and four win- 
lows exhibiting the Lenthéric men’s line. 

The names of the periumes were inter- 
ireted in architectural designs with back- 
rounds worked out in luminous spun glass 
to blend the flowers and perfumes into ar- 
tistic, atmospheric displays. 

“Miracle” was featured in the large cor- 
er window and was interpreted in lily-of- 
the-valley, Easter and lilies, 
eladioli and tulip bouquets arranged along 
In the background 
was a painted scene of a garden. In the 


Robinson & Co., Los 


calla iris, 


a low-built convent wall. 


foreground of the window, smaller bouquets 
of pale pink flowers—carnations and azaleas 
completed the floral decor. 

The “A Bientot” window, a setting of a 
New Orleans garden with big purple orchids 
around ornamental ironwork, and 
and 
vivid 


erowing 
other 
inter- 


carnations, delphinium 


roses, 
richly colored flowers 
pretation of the perfume. 

Association of idea was charmingly 
sented in the “Anticipation” 
IKntrance to a party theme was carried out 
old-fashioned pink, blue and 
lwosegays placed attractively about the steps 
ind columns of an inviting pavilion. Bowls 
of pink roses and a Degas-like mural of a 
ballet dancer added to an air of expectancy. 

\ South-of-the-border fiesta with 
of bright red and vel‘ow flowers 
pictorial theme for the carnival-gay “Con- 
fettt” perfume. 
camellia bushes were placed on either side 
window. Spanish iris, 
hird-of-paradise and yellow daffodils sug- 


gave a 


pre- 
fragrance. 


with white 


masses 


was the 
In addition, two large red 
an iron-barred 


gested color and brightness. 

‘Carnation, wittily treated 
low compartments, had a Dali-esque qual- 
ity in its interpretation. Eccentric 
worked out 
figures and flower coifs. 


in tiny win- 
millin- 
ery dreams were with head 

“Tweed” was expressed in a scene which 
depicted a woodland dell rich with African 
violets, white heather, and fern. 

‘Lilias” and “Muguet” perfumes were ex 
hibited in charming, 
sentation, while 

a setting of gardenias, carnations and 

i shells, reminiscent of the South Seas. 


wedding-ceremony pre 


“Gardenia” was displayed 


suggested — the 
with a 
figurines and 
parrot tulips, 
and Peruvian 
he four windows devoted to 
1's products interpreted the masculine 
sentations of “Tanbark,” Eau de Cologne 


‘Shanghai’ of course 


Orient, and the display was done 
ttice-framed mural, Chinese 
Horal profusion of calla 
s, bird-of-paradis¢ moss. 


Lenthéric’s 


requisites in a 
\frican and ‘tulips 
pewter attractive 
elain steins around an old ship's wheel 


other male grooming 


up oft daisies, iris 


edsin tankards and 
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Versatile --- 


Glo-Glass 


Ray Bianchi of Goldblatt Bros., Chicago uses 
Glo-Glass to create his “Sky High in Fas} 
ions” display. 


Floss-textured Glass Fiber 


BLUE 


CHARTREUSE @ 


Non-irritating — 100% Fireproof 

@ GREEN ee PINK @ YELLOW 
ORCHID e PEACH 
SHOCKING PINK ® WHITE 


Packed IN | POUND CARTONS—Fully fluffed—ready for use. 


Gabnri-Glass 


America s 


newest decorative material— 


All the sheer beauty of glass combined with the 
versatility of a fabric. Translucent—pliable—excellent 


for cut-outs and silk screening. 
to roll 48" wide. 
Yellow and Red. 


Price: 


Processed 19 yards 
In White, Blue, Green, Chartreuse, 
Samples on request. 


Per Lineal Yard 83c 
DEALER INQUIRIES INVITED 


Glo- Brite PRODUCTS, INC. 


6415-17 N. CALIFORNIA AVE. 


CHICAGO 45, ILL. 

















Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
*hanges of position, anything pertain- 
ing to display or displayman any- 
where, 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 








POSITION WANTED 
POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch— CASH WITH ORDER 


TRUCK 


Order Monday- Get ItFriday! 
Rubber Tired 


NOW! ‘‘Han- 
4 dee Andy” alg 
8 purpose tube 
z. steel GOO Ib. — 
cap. Full F.0.B. 
%& size, first 


P quality. Nota 
wartime makeshift. Light wt. Lots 3, $13.95 


very easy to handle. Ht. 44”. 14” wide at nose. 
Curved cross pieces. Nationally known, thou- 
sands in use. Fully guaranteed. Send back 
express collect, if not best truck buy you’ve 
seen in years. Clip this. 


The HANDEES CO., Dept. 0000 





Bloomington, liL 
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Red, Blue, Pink, Green, 


Yellow and Chartreuse 


Bc so. yd. 


Natural—50c sq. yd. 


JOS. E. PODGOR CO., Inc. 


Complete Display Suppliers 
6'8 MARKET ST. PHILADELPHIA 6, PA. 











ADD U 
TO YOUR 


DISPLAYS WITH 


PLASTICS 


Put new selling punch into your work with cut- 
out plastic letters, transparent plastic shelves — 
even complete displays and fixtures made of 
crystal-clear plastic! We can supply all materials 
you need...sheets, rods, tubes, strips, dyes, 
cements, etc., complete with instructions. Send 
today for catalog 








(CARW!EIN-SIRONSON CO. 


165 East 3rd St., Dept. 5-D Mt. Vernon, N. Y 
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Lighting Developments 
For Retail Stores 


(The following is reported by Advertising 


Age.—Ed.) 


ERCHANDISING with flood lamps, 
M fluorescent and filtered light will 
transform retail and department 
stores of the near future into Walt Disney- 
lands of glareless brilliance and color, judg- 
ing by displays at the first International 
Lighting Exposition, which ended April 30 
at the Stevens hotel. 
restful shopping 
and display factors 
are a few of the advantages which the 80 
or more exhibitors claim for their products. 
These range all the way from glowing phos- 
phorescent decals for show windows to bat- 
teries of fluorescent ceiling fixtures with in- 
In most 


glare, a more 
increased 


Reduced 
atmosphere, 


candescent spotlight attachments. 
cases, only the questions of material or labor 


delay their immediate production in mass 
quantities. 
Homes, offices, theaters, night clubs and 


classrooms are expected to share the bene- 
fits of better lighting. In the case of fluor- 
lighting, these include in- 
creased economy. Manufacturers of fluor- 
escent lights say that their products give a 
better distribution of light with approxi- 
mately one-third as many watts as required 


escent benefits 


for equal illumination by incandescent bulbs. 
There were many “first showings” of new 


equipment. The lighting division of West- 


inghouse Electric Corporation, Cleveland, 
presented for the first time the Westing- 
house Merchandiser, gleaming fluorescent 
fixture which may be ceiling or pendant 


mounted, singly or in sections, with or with- 
out incandescent spotlight attachments. 
Theme of its advertising, which will begin 
as soon as production difficulties are settled, 
will be “planned” store lighting. N.C. 
Warner, manager of industrial and promo- 
tional lighting, claims that planned lighting 
will “turn shoppers into stoppers, and stop- 
pers into customers”. Aiding the customer 
in making accurate appraisal of color, tex- 
quality, the Westinghouse Mer- 


ture and 
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Windows that Attract 
Dignity of the Past, 


Humor of the Present 
for 


Historical Displays 
Rent authentic 
COLONIAL, VICTORIAN, 
GAY NINETIES, 1900 
COMPLETE COSTUMES 
From the unusual collection of 


KATHERINE BURR FLEMING 


3129 Whitney Avenue 


Mt. Carmel, Conn. 
Write for 10 page circular and photos. 








chandiser will help reduce “merchandise 
returned-for-credit” losses, Warner said. 
Sylvania, New York, showed five identica 
polka-dot dresses under four types of fluor 
escent light and one standard incandescent 
bulb. No recommendation made 
cerning type of light best suited to the dress, 
but a company spokesman explained that 
blue light can give the impression of cool- 
summer interiors, while red 
the illusion of warmth. Similar 
can be obtained in displaying sum- 


Was con 


ness to store 
creates 
effects 
mer or winter clothing. 
General Electric Company's exhibit  in- 
cluded germicidal lamps, table lamps, ultra 
violet equipment and similar merchandise. 
A Circline fluorescent lamp, consisting of a 


circular fluorescent tube mounted horizon- 
tally on a table stand, also was shown. 
Designed primarily for household use, it 
can be used to illuminate clock faces. It 


will be produced in 8, 12 and 16 inch sizes 

Swivelier Company, New York, 
a new. swiveled elbow plug-in 
play lighting. Lawter Chemicals, Chicago, 
showed uses of luminescent paint for adver- 
including 
decal transfers for 

Wabash Appliance Corporation, Brooklyn, 
maker of reflector lamps and 
included in its display a set of 12 
filters in single and two-tone shades, with 
clips for attachment display lamps 
Filters are scored to allow for heat expan- 
that use of the set 
using a full range 


featured 


for dis- 


tising purposes, phosphorescent 


dealers’ show windows. 
acCessories, 
color 
over 
sion, and it is claimed 
eliminates necessity ot 
of color lamps. 


Communities To Observe 
"Foreign Trade Week" 

The United States Chamber of Commerce, 
Washington, has designated the week of 
May 19-25 as “National Foreign Trade 
Week” and community is asked to 
observe it in a fitting manner. Posters are 
retailers for win- 


each 


being made available to 
dow display. 





"Golf Get-Together" 
For Chicago Club 


Members and guests of the Chicago Dis- 


play Club will meet at White Pines Golf 
Club on Sunday, May 19, for the season’s 
first golf get-together. This is not the 


11 
annual club tournament and no prizes wil! 
be awarded for golf scores, although several 
door prizes will be given. 


"Tray-Ware" Introduces 
Hat Display Units 

Single and multiple millinery 
units, made of plastic and with either plastic 
or wooden bases, have been introduced 11 
various heights by Tray-Ware Manufactur- 
The displayer tips 


display 


ing Company, Cleveland. 


are in red plush. 
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Princess Kropotkin 
Describes Display 

(The following, trom “This Woman's 
World’, a feature by Princess Alexandra 
Kropotkin in Today’s Woman, is 
luced by special permission.—Ed.) 

Henry Francis Callahan is teetering on 
ihe top rung of a high The 
tepladder is falling over backward through 
ne of the big plate-glass windows at the 
ront of Lord & Taylor’s department store. 
Henry knows that in just one instant the 
razor-sharp edges of splintered glass are 
roing to cut off his head, which will go 
rolling out on the Fifth avenue sidewalk. 

Then he wakes up. 

“That’s my private professional night- 
mare,” he “T dream it every time a 
display project threatens to let me in for 
trouble—and have no idea how many 
kinds of calamity can devastate a shop win- 


repro- 


stepladder. 


says. 
you 


dow.” 

There was the window, he recollects, that 
had a deep tank of real water floating a 
genuine gondola. On_ the 
mannequins attired in Venetian 
costumes for a masquerade ball. Unfortun- 
ately, someone neglected to calk the gon- 
dola so that it wouldn’t leak and the next 
morning the window presented the spectacle 
masked ladies standing in 
water up to their chins! 

\nother time there was a dear old grand- 
pa mannequin sitting by a cozy fireside, 
asleep in his chair. There was a miniature 
motor inside him to make his chest rise and 
fall as though he truly breathing. 
Well, someone forgot that the motor should 
be ventilated after awhile smoke was 
seen coming out of grandpa’s vest. Grandpa 
burned up then and there, in full view. 

Horrifying as they can be, such disasters 
don't happen often, and the shop windows 
merit a think, 


gondola were 
gorgeous 


of a group of 


were 


and 


recognized place, I among 


ur city’s facilities for free education and 
entertainment. Window - shopping teaches 
us to keep in touch with mercantile pro- 
gress and at the same time gives us con- 


stant pleasure. Everyone loves to window- 
shop 

Because he is New York's 
brated display directors I was greatly inter- 
ested to have a talk with Henry Callahan 
out his job. I consider it an important 
) trom the viewpoint of civic culture and 
im glad to say that window-dressing now 
has its own distinguished public following. 

kan mail pours in after each new window 
Two tamous Broadway stars wrote 
from the theater they’ve 
n playing, as husband and wife, in Life 
th Father. Here’s the letter: 

“We. look 
ist your beautiful windows. 


rt it 15! 


one of cele- 


play. 


Henry where 


{ 
} 
\ 
forward to our walk home 
What an 
No other city in the world 
windows like those in New 
and we think yours are the most 
interesting and beautiful 


is store 
York, 
riginal and 
all. 
Dorothy Stickney 
Howard Lindsay” 
lenry told me secrets about the window- 
“When inside the 
low, getting it ready, we can hear every 
d spoken by anyone on the sidewalk 
ide but, for accoustical 
on, the people outside can’t hear a word 
say. Men 


lay business. we're 


some _ strange 


make uncensored re- 


very 
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Simply depress 
the edge of 
carrier and in- 








sert the mate- 
rial into place. The projector does 


the rest. 


Or—you may 
place larger 
material such 
as an open 
book, 


opening. 


directly over the stage 


magazines . . . photos... sketches . . . and any 
other kind of opaque material. No pasting, tack- 
ing or adjustments of any kind. Place the material 







ER Model ion PORTAB 
le 
PARQUE Projecrop 


Faithful detail and color projected from books. . . 


in the carrier — the projector does the rest. 


This new BESELER Model OA (300-watt lamp) 
takes material up to 4%,” x 5” and projects 
amazingly superior images up to six feet square. 
Its efficient design and incredibly better light 
performance make it ideal for studio work. 


In stock for Immediate Delivery $39.50 F.O.B. N.Y. 
(20c¢ additional for excise tax on projector lamp.) 








Window Floors Look Different With 
Rich Colored Wood Flakes--Kubes--Chips 


THEY ARE UNIQUE—GIVES COLOR AND EFFECT 


Prompt shipments, colors for every season, ideal for creating many effects. 


Also manufacture 


Lawn Grass, Sand in various colors, stones, tinsels, diamond dust, pearl chips, sea shells, fibre 


glass, etc. 
pedestals, ete. 
easy to handle. 


Can be used for exterior or interior displays. 
It’s first choice in leading stores from coast to coast. 
No experience necessary, anyone can sprinkle them around. 


Good around tree trunks, pots, 
Gives greater coverage, 


Also can be 


adhered with adhesives to paper, wood and fabrics. 





182P—Wood Kubes 


No. I—Flat Wood Flakes 





No. 6—Wood Chips 


NATIONAL SAWDUST CO., Inc. 


Display Dept. 


65 NORTH 6th ST. 


“Be sure to specify Kew Bee Kut if you want the finest.” 


BROOKLYN I1, N. Y. 


Catalogue furnished. 





marks from outside, particularly when we're 
arranging the lingerie 
window. unre- 
strained, but the men outside hear nothing.” 

Lord & Taylor only 


mannequins in a 
Our replies are completely 


windows are the 


windows anywhere that are dressed in the 


basement, then hauled up into place by a 
special elevator contrivance, like the theater 
musicians who rise up through the floor. 
The finishing touches are added at night, 
after the window is in place, and Fifth ave- 
[Continued on page 157] 
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No. 1102 


Papier Mache 


SEA HORSE 
10” x 23” 


in any color 
combinations 


$H).95 


outstanding 
PAPIER MACHE CREATIONS 
for FALL and CHRISTMAS 
during your visit to NEW 
YORK MARKET WEEK or 
write for catalogue. JOBBER 
INQUIRIES INVITED. 


See our new 


JONAS DISPLAY 


154 East 33d Street New York 16 
Murray Hill 4 3785 

















“NOW WE’VE DONE IT” 
for your convenience 


We have stocked your fixture 
dealer with 


REFRESH 


That marvelous, modern, liquid cleaner for 
manikins, fixtures and backgrounds; a won- 
derful helper when trimming a window ... 
that last cleanup here and there gives that 
desired sparkling effect. Displaymen all 
over the country are using Refresh for they 
know it is safe and harmless, but most 
effective and economical. Refresh is a dis- 
play room necessity. Don’t delay ... call 
your dealer right away. 


REFRESH sells for $1.25 per Quart 


MFG. BY 


Everett M. Bridge 


991 Main St. Buffalo 3, N. Y. 


MANIKIN REPAIR SPECIALISTS 








ANDLER AtRBRUSH 


" or the particular artist 


end for Catalog $2 


THAYER & CHANDLER 
910 W.VAN BUREN ST., CHICAGO. ILL. 
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Keeping A Record 
Of Sales From Display 


By ERNEST A. DENCH, 
Capetown, South Africa 


(The following is reprinted from “Man's 


Shop,” Capetown.—Ed.) 


HE retailer looks over the window dis- 
ci play he has just completed. He eyes 
it critically, hoping to detect flaws. 
cannot, with any 


what sales will 
from it. It has, as far as he knows, sales 


degree of 
result 


However, he 
accuracy, estimate 


appeal. 

He can, on the other hand, tell you the 
exact amount of stock on hand since the 
last inventory, what his turnover ratio is, 
and how much overhead he has to allow 
for before he obtains a profit. 

Unless he is the rare exception, his win- 
dow display facts and figures are all in 
terms of passer-by and looker circulation. 
These can be clocked. The actual 
traced to a window display depend on many 
factors, one of which is the consumer who 
defers her purchase until a later occasion, 
and who, in the interim tells her neighbors 
and friends about the display offer. Weather 


sales 


is another sales factor. 

Many retailers keep window display sales 
records, but the trouble with most of them 
is that they do not go far enough. <A par- 
tial record is worse than no record at all. 
Time and effort are wasted. There is 
nothing complete to show for the time and 
effort taken. 

Shortly before the Hitler 
into power, German retail display 
widely adopted a very workable system de- 
Herr Baumann, then Germany's 
foremost display authority. The full details 
are in his book, “Das Schaufenster”. Trans- 
lated into English, this is the set-up for 
the system: 

l. The 


at least one week betore the sales of the 


came 
circles 


regime 


vised by 


turnover records must be starte? 
display featured) product are under con- 
sideration. In this way, a record is obtained 
before the display affects the sales. 

Next the 
article is in the window. 
is carried out in the same way if two or 
shown in the win- 


turnover is observed while. the 
This observation 


related lines are 


more 
dow Preference for future displays are 
products or presentations which evidence 


the greatest pull with the public. Objective 
is the highest turnover (or profit) in return 
allotted space. 

should be a 


for the 
2: Die 

one—certain 

or department. 


display specialized 


goods belonging to the same 
category If this is not prac 
ticable, the 
two or three articles of potential importance 


in order to observe how they attract people 


displays should be confined to 


outside the store. 


3. To neutralize all influences of a= sec 
ondary nature, the experiments should at 
first be confined to goods not subject to 


certain seasonal or climatic variations. The 
turnover uninfluenced by such outside con- 
siderations will show the pure display valu 
of the product under consideration. 


Later on, when some statistical skill has 
been acquired by the retailer's staff, it will 
be possible to deduct or add the seasonal 
or climatic increases—or decreases—without 
difficulty. This will be possible without dis 
torting the original picture sought. 

4. The recording should be two-fold. Onc 
is to be undertaken by the man or woman 
in charge of window displays; the other, b) 
the sales staff. The sales personnel will 
thus be in a position to check the efficiency 
of the display man or woman, resulting in 
better teamwork. 

5. The recording must never be one-sided 
It may, for example, be that the increased 
turnover of Product A reduces the demand 
for Product B. Now, if Product B vields a 
better profit than Product A, and the turn- 
over of Products A and B are approximately 
equal, the retailer will naturally prefer to 
keep Product A out of the window. 

The window display sales analysis as out- 
lined above will have to be adapted by 
each retailer to his own requirements. He 
may have to experiment a bit before his 
adapted system hits all recording cylinders. 
He will derive more and more financial 
satisfaction in keeping up the system, even 
if, at times, he feels he is being saddled 
with another office chore. 





Ludwig Stubbs Wins 
Bermuda Contest 

First prize in a local three-day display 
contest sponsored by the Bermuda Art Asso- 
ciation, Hamilton, Bermuda, 
awarded to Ludwig L. Stubbs, display di- 
rector for H. A. & E. Smith, Ltd., for his 
display entitled “Artist at Pink Beach”. 
Every store in Hamilton competed in the 
contest. Featured in the display was a 
small oil painting by Stubbs, showing. the 
beach, and the display background was the 


has been 


same scene on a large scale. 

Describing the window, Stubbs says: ‘| 
painted the oil picture at Pink Beach and 
made a copy of the background from. tt 
The floor of the window is covered with 
pink beach sand. The bay 
in the background are natural in fall colors, 
change in the spring down here: 


grape branches 


as they 
they were also painted on the plate glass in 
fall colors. Shells used in the window ar 
those of the kind found along the Bermuda 
at the left of the window 
is dressed tor spear fishing, a popular sport 


The girls 


he aches. The boy 


down here with the voung boys. 
bathing costumes were especially purchased 
in New York City and sent down by 
PAA ‘Clipper’ for the window.” 
Austen To Visit 
European Countries 

Norbert Austen, head of Austen Displays. 
New York City, will leave this summer 0M 
a business trip to various European co 


tries. 
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Bingham Now Represents | 
Schack's, Chicago | 


Frank G. Bingham has joined Schack’s, 


Inc., Chicago, as a_ sales representative 
covering the following territory: Texas, 


Oklahoma, Arkansas, Kansas, Nebraska, | 
lowa and Colorado. With other Schack | 
representatives, Bingham will be at the com- | 
pany’s exhibit in New York City during | 
isplay Market Week, June 24-28. 
Bingham was recently connected with W. 
has Stensgaard & Associates, Chicago for a | 


| 
will short time, and previously was in charge 
onal ol display for Robertson Brothers, South 
hout Bend, for more than 10 years. 


dis ee ee ee Oaene 
Market Week Attendance Seen C O P I E on 


Onc Dependent On Coal Strike 

man With train travel greatly curtailed, and 
+ wy with many cities “browned-out™” due to the 
will coal strike, some trepidation is being felt 
enc) among display factors as to the attendance 
z in which could normally be expected for Dis- 

play Market Week, to be held in New York * 

ded City June 24-28. Advance predictions have 
ased been that the event will draw the greatest 
land crowd of displaymen ever assembled at one 
Is a time, but according to a well-known display 
urn- manufacturer: “Unless the coal strike is 
itely settled within two weeks or so, we can ex- 


F to pect only about one-fourth the total pre- This issue ot DISPLAY WORL D 


viously expected.” 











out- issih cicadas 
hy . . . . . 
he New York Displaymen attains a new circulation high of 12,000 
~ Plan Concert Displays _ ; | < 
mee oo ot a a peo func- 
se tion will be to secure display publicity for - : : : 
cial Se bukit oe copies, a gain of 2,000 since the start 
a year are Henry Callahan, Lord & Taylor; 
dled Sidney Ring, Saks-Fifth Avenue, and Gene | . . : . 
Moore, Bonwit Teller’s. Other New York of the year. Subscriptions are being 
City displaymen who attended a meeting . 
devoted to plans for the Lewisohn promo- : ; 
tion are Luke Maletich, Gimbel’s; Sam accepted for immediate entry, for the 
play Blum, Bloomingdale’s; Robert McCorkle, 
S$so- James MeCreery’s; Emil Ross, Emily Shops ; 
been Wells Werner, Oppenheim Collins; H. M. | eae . : 
4 cc a Tee ae | present at least, although the pape: 
3 Macy's, and John Stewart, The Tailored 
ch Woman. : e 
the i ce ee ae shortage may make a resumption of a 
fr Los Angeles Displaymen 
” Hear Al Bliss _— «8 ‘ 
th Members of the Southern California Dis- subscription waiting list necessary soon. 
‘| play Directors and Manufacturers Club held m 
a dinner meeting at the Elks Club the eve- 
and ning of May 6, with Al Bliss, Bliss Display 
l : Corporation, New York City, as the guest 
eu speaker; 125 were present. 
on liss pointed out the great need for facts 
ind figures on display circulation and sales, 
wet vell as for a better knowledge on the 
. et of displaymen on how. shopping. is 
hs . “patterns” followed by customers, and 
: handising in general. 
dow 
08: Jackson Named As Head * 
4 y OQ’ Old King Cole Displays 
| King Cole Displays, Ine., Canton, 
\ formed for the design and production 
ipier mache and composition display 
cts, is headed by John T. Jackson as 
dent and general manager. M. Worth- 
: n and Michael Valentine have been 
aged < | vice-presidents, and R. L. Thompson 
io retary. The four officers, plus Frank- 
Dannemiller, make up the board of 
tors, 
























isplay 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any displav problem. 

0 Air Brushes 
Alrpainting Equipment 
Animated Signs 
Artificial Flowers 
_] Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Forms 
Display Furniture 
Display Letters 
Display Racks 
Drawing Boards 
Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lithographed Displays 
Mannequins 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Mouldings 
Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plaques (Window) 
Plastics 
Price Cards—Tickets 
Price Ticket Holders 
Ribbons 
Sale Banners 
Show Card Colors 
Show Cards 
Show Case Lighting 
Show Cases 
Store Designing 
Socks— Window 
Store Equipment 
Signs—Brass— Bronze 
Signs—Card Holders 
Signs—Electric 
Sign Printing Machines 
Sleeve Forms 
Store Fronts 
Tackers 

] Time Switches 

~) Turntables 

[] Veneers (Imitation) 

[) Wall Board 

[) Wigs 

{) Window Lighting 
{] Do you wish a copy of their catalogue? 
{} Do you plan to remodel your store soon? 
[] Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 
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Display Must Provide Facts 


(Below is the talk delivered by Lewis 
Schwarz, Maison Blanche, New Orleans, 
during the Houston Conference. It was re- 
ceived too late to be included with the 
complete report elsewhere in_ this 
Schwarz’s address is followed by the ac- 
ceptance speech of Frank Vermilye, also 
of Maison Blanche, newly elected president 
of the Southern Display Association.—Ed.) 


issue. 


HAVE attended many meetings of many 
types in the last several months and find 


that someone invariably uses the word 


“challenge”. “Does radio know that the 
challenge must be met?”, ete. Frankly I 


say display has met the challenge and has 
done an excellent job and will continue to 
do so. I have seen, since my return from 
service, hundreds of businesses of all types 
which have display where they had 
never used it and I have likewise 
seen many places where attention to display 
has reached fine levels although previously 
done in a manner. Display has 
answered a need always, but under existing 
conditions I feel that display has more than 
answered the challenge. 

I would, however, make this observation. 
Display is but a finger on the promotional 


used 
before, 


mediocre 


hand. For promotion to do a good job all 
of the hand must be 
ing, display, radio and all those things which 
make for solid, selling, dominating promo- 
tion. And I ask you to make this note. 
Advertising will tell us the circulation fig- 
ures of the medium it will use and thereby 
indicate results to be obtained. Radio will 
conduct us through the Hooper-rating and 
convince us of the magnitude of radio ac- 
cessibility. Poster and billboard people will 


coordinated—advertis- 


show you exhaustive traffic checks which 
indicate the tremendous attention given 
them. Yet, display goes along with no 
real selling advantage in its talks with 
management. I therefore suggest that dis- 
play and visual merchandisers arm them- 
selves with the facts. Know the traffic 
which passes your windows. Explain and 


understand the numbers and types of people 
who see your work and are led into sales. 
Tell management and make them know that 
you show merchandise and you capture the 
consumer by dramatizing that which should 
he sold. You, more than anyone else, dis- 
play people, lead the consumer into the sale. 

In these days ot ballooning volumes and 
similarly ballooning costs it is to me abso- 
lutely essential that display prove to man- 
agement just how and why it is accomplish- 
promotional hand, 
manner with ex- 
at a cost which manage- 


ing its function of the 


not only in an excellent 
cellent results, but 
ment can not fail to appreciate and _ relish. 
In doing this I feel that display can more 
readily expand to its desired place in co- 
ordinated planning and action of good pro- 
motional design. 


let me close by insisting again that I for 
one appreciate and realize the heights to 
which display has risen in these times and 
I say again the job has been well done. 
The challenge has been long met. 

I thank vou all and if this fine conven- 


tion, this excellent manufacturers’ exhibit, 


is the shape of things to follow, may | 
suggest to the convention that a small state 
just across the line from Texas and still in 
that Union saved by Houston and Crockett 
—that is, Louisiana, and New Orleans in 
particular—be considered for your next con- 
vention. 

Vermilye’s talk follows: 

Our great Conference—now history—will 
certainly go down in display annals as one 
of the finest enterprises ever staged for the 
display profession. There is no disputable 
question as to its physical, educational, ex- 


hibition and decorative success. We all 
know this success is attributed to the un- 
selfish contribution of time and efforts by 


men like Guy Malloy, Eddie Rose, the off- 
cers and directors, the Houston Display 
Club and the gracious cooperation as given 
by the display manufacturers whose affilia- 
tion made this Conference possible. Though 
it is now history I am sure it will remain 
in the minds of those who attended for 
many years to come as a definite step to- 
ward the higher elevation of the display 
profession. 

My path ahead as the new president will 
be made easier because of the fine selection 
of energetic men and women who. were 
elected to office with me. Also by the fact 
that Guy Malloy, our great leader the past 
will remain active in our asso- 
ciation as an ex-officio officer. I look for- 
ward greatly to working with these people 


two vears, 


and will be counting on their help and 
guidance. 

To the members of the SDA who have 
elected me as your new president, I can 
only state that I will do all in my power 


to carry out the trust and responsibilities 
that you have placed in me. It was evident 
at our Conference that we have a great little 
organization. We are still in our infancy, 
but are growing larger and larger. How- 
ever, for us to grow to the full, mature size 

-the equal of other respected professional 
organizations—will require the interest and 
participation of all of you, for that is what 
it takes to weld together a harmonious, 
efficient association. 

Our policies have primarily been towards 
the education and advancement of the dis- 
play profession in the South. Our Confer- 
ence, I’m sure, was recognized for its fine 
educational merits. This was particularly 
noticeable from the warm response shown the 
distributive education program the fourth 
day of the show. We shall continue with 
distributive education and our plans are to 
activate this feature more greatly in months 
to come. This, I an important 
phase in the policy towards the advancement 
and education of the display profession and 
should warrant our strong interest and par- 
ticipation. Other policies shall remain and 
will be carried out most stringently. It is 
with great sincerity that I say myself and 
my fellow officers will do our utmost to 
keep this organization the respected, pro- 
gressive, well-managed display association 
you all wish it to be, and to give you 4 
Conference next year the equal to the grand 
one held in Houston. 

I would like to state that we hope to an- 


believe, is 
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nounce in June the location and details of 
{ next Conference city. We presently 
ve an invitation from the merchants of 
Houston to hold our Conference there again. 
We also have an invitation from the mer- 
chants and civic groups of New Orleans 
asking that we consider the Crescent City 
for our Conference. Naturally as a resident 
if New Orleans and knowing its fine facili- 
tics | advocate the latter city. 

finally would like to pay tribute to Eddie 
Rose for the giant sized job he accomplished 
in so marvelously arranging the Coliseum; 
also to the Ladies Auxiliary and their new 
president, Mrs. Burghard, for the gracious 
way they handled their program; to the 
Houston club for their fine work, and to the 
merchants for being such grand hosts. We 
have a terrific example to shoot at, but 
knowing that we still have your backing and | 
cooperation leads us to believe it can be 
done again and again in the grand SDA 


manner. 





PRINCESS KROPOTKIN 
DESCRIBES DISPLAY 
[Continued from page 153] 
nue’s sauntering night owls make a faithful 

audience, attending regularly. 

It's a good thing the window shoppers 
can't see all that goes on. One night an 
ascending window hit the sprinkler system, 
then all the magnificently dressed figures 
were soaked by the sudden shower. And one 
night Henry Callahan had a fight with a 


1 


disorderly mannequin. Her wig wouldn't 
stay on straight—kept slipping sideways no 
matter how Henry fixed it. Dawn was | 


A | 
approaching and he was in no mood to be 


provoked by a figure. Her wig slipped for 
the umpteenth time, so Henry hauled off 
ind socked her as hard as he could and 
roke her plastic nose. She had to have a 


new head. 

\ll the girl figures wear size 12 dresses, 
size 22% hats, 6B shoes. They wear large 
gloves —size 7—because their hands are 
stiff and difficult to fit gloves on. They all 
have a 35-inch bust measurement, and 35- 


inch hips to match. As a rule they weigh 
no more than 27 pounds, making them easy 
to pick up and move around. They cost | 
$160 apiece and each of their wigs costs $30. | 
During the war the public preferred shop | 
Windows done in gentle pastel colors, a soit 
rose shade being the favorite. Formerly, it 
Was magenta that drew the most attention 
Now we are going strongest for windows 


ight vellow. 
enes of precise realism, or of fabulous 
luxury, have the most appeal for window 


shoppers. A tea party with every intricate 
etail exactly right is always sure to draw 

wd. So is an opera box full of richly 
fowned and jewelled women. Humorous 
vindows rate next in popularity. <A big 


ss was a window which showed women 

ng to Santa Claus to exchange un- 
d gifts for things they liked better. 

rv Callahan and his five assistants 
the Lord & Taylor windows every 


Weonesday night. Thursday morning the 


tor the week is on. 


Visual Fronts Brochure 


Off -red By L-O-F 


Libbey-Owens-Ford Company, To- 






| 
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FISH FOR SUMMER DISPLAY 





Colorful fish, die-cut from genuine embossed foil, laminated on flexible cardboard, in six 
colors—chartreuse, green, pink, light blue, silver, yellow gold. 


BODY OF FISH AND FINS MAY BE MANIPULATED FOR THIRD DIMENSIONAL EFFECT 
No. 705—MARLIN—2! INCHES—SUNFISH—1I4 INCHES. Packed 12 to package, 6-00 


containing six of each in six different colors. Jobber orders accepted. Per dozen 








DISPLAY MANUFACTURERS MART, inc. a ee 


NEW YORK I, N. Y 


asin 7-680 








PRICE TICKETS 
For Every Display Purpose 


Now! More than ever, you need 
price tickets with ‘‘buy’’ appeal. 


AS $ With your Store Name 
LOW . and any ass’t of prices 


AS PER 100___ imprinted. 


SEND FOR OUR COMPLETE CATALOG 


= PHIL SENKER 


ITED 227 S. Fifth Street, Phila. 6, Pa. 


JOBBERS’ 
INV 





ledo, is offering a 24-page book illustrated are adaptable to various types of business 
with color renderings of designs fer visual other than those specifically indicated in 
front stores. The “open-iaced” principle of | the sketches. 


construction, exemplified in the book, bears Individuals or companies interested in 
the trade-mark “L.O.F. Visual Front”. The these suggestions for remodeling or new 
design suggestions, created by some of the construction may obtain the book by writ- 


country’s leading architects and designers, ing to the firm at the address given above. 
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FOR SALE 


TWO practically new Model M 
PRINTASIGN MACHINES 
These machines have been used but very little and be 
assured that they are in first class condition throughout. 
Let us hear from you if you are interested and make a 


price offer. 


FINE BROS., - MATISON COMPANY 
Hattiesburg, Miss. 


June Ist. Western or central Ohio pre- 
ferred. But will consider territory adja- 


cent to above locality. 


POSITION WANTED 


Combination Display and 
Advertisingman, Cardwriter 


Many years experience, open for change 


Address Box “C L”’ 


c/o DISPLAY WORLD 








WANTED 
DISPLAY MAN or WOMAN 


For fine woman's store, who can trim 
windows and write show cards. In a 
small growing town in California. Give 


detailed experience and = salary wanted. 


Address BRADLEY’S 


MARYSVILLE, CALIFORNIA 


WINDOW TRIMMER 


For Youngstown, Ohio 
Department Store 


Will consider man now acting as assist- 
ant. Must be capable trim popular price 
fashion windows. Prefer man under 35. 
State experience in full detail in letter to 


KLINE BROTHERS CO. 


132 WEST 3ist STREET 
NEW YORK 1, N. Y. 


Good Commission and Drawing Account 


OPPORTUNITY FOR ONE 
ABLE TO SELL DISPLAY 


NO LIMIT ON EARNINGS 
If you are able to sell display materials 
and fixtures ... if you like pleasant 
working conditions .. . if you would 
like to make more money ... if you are 
looking for a position with a future... 
reply in confidential detail. 


Leroy W. Fryman 
WINDOW DISPLAY EQUIPMENT 
Keith Bldg. Dayton 2, Ohio 














DISPLAY FIXTURE SALESMAN 


Manufacturer wants salesman to sell Plastic 
window display fixtures. Excellent opportunity 
for man who has following in New York and 
surrounding area Phone or write 


DISPLAYCRAFT CORP. 
42 Walker St., N. Y. 13 Worth 4-5932 








PARTNER WANTED 
With $5,000.00 and service for 


expansion of established manu- 
facturing and jobbing business, 
display fixtures and novelties in 
New York City. Write particu- 


lars to 


Address Box “S K”’ 


Care of DISPLAY WORLD 


DISPLAY MATERIAL 
SALESMAN 


To take full charge of depart- 
Established business — 
excellent future. 

CONLIN COMPANY 


60 to 68 Elm Street 
Bridgeport, Conn. 


ment. 


DISPLAY MAN WANTED 
Capable of creating nice windows for 
Men’s Store. One who is willing to sell 
in spare time. 

Address—‘FINHILL’S” 
905 Quarrier St. Charleston, W. Va. 


























ATTENTION 
MANUFACTURERS 


New Novelty Display Items and Fixture 
Lines desired by wide awake traveling 
representative with 18 years experience 
and substantial following from Pennsyl- 
vania to Florida maintaining a perma- 
nent office and showroom in a_ large 
metropolitan city. What have vou to 


Address “B N”’ 


Care DISPLAY WORLD 


8 beautiful autumn post decora- 
tions and 8 case top pieces to 
match. Original cost, $455.00 
and used one season. Good 
Sell for half price. 


Sketches on request. 


Address Box “‘E. C.”’ 


Care DISPLAY WORLD 


condition. 


COMBINATION DISPLAY 
AND ADVERTISING MAN 


Urgently in need of capable man, alert, 
progressive, capable, original. Must have 
good experience and record. No bluffers. 
Firm established 53° years. Popular 
priced store. Full particulars and refer- 
ences in first letter. Salary $65.00 to 
$75.00 per week, depending on ability. 


A. Sackim Company 


Iron Mountain, Michigan 




















DISPLAY SUPPLIES NEEDED! 


We welcome offers for any Display Material 
allowed for export. Quote competitive prices 
ind send sample swatches and catalogues. 

A. SERAFIMIDIS & J. GEORGAKAS 


Display Jobbers 
3 Santaroza St., Athens, Greece 








WINDOW - TRIMMER AND 
CARD WRITER 


For Ladies Department Store 
35 miles from Pittsburgh. Will pay in- 


teresting salary to right person. 


Contact 


R. S. Goldstein’s 


Brownsville, Pennsylvania 
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WANTED 
WINDOW DECORATOR 


\Ve are interested in acquiring the serv- 
ces of a high grade window decorator. 
We want a man with original ideas for a 
1redominately cash jewelry store. Mod- 
rate salary. Write to— 


GRUNEWALD & ADAMS 


Box 270, TUCSON, ARIZONA 


FOR SALE! 
ARMY SURPLUS 


Genuine Bostitch Staples 


S. H. Cr. 501914 or 3¢ Chisel point, in 


perfect condition. 
Price per box of 5000 
(F.O.B. Los Angeles) 
No less than 20 boxes sold 


$1.35 


Hurry, Hurry, send your order today. 
They can’t last long at this low price 


JACK WEISER 


6159% ORANGE STREET 
LOS ANGELES 36, CALIF. 














DISPLAY — CARD MAN 


years experience all lines. Veteran World 
Wars I and II desires connection. Pennsyl 
inia, New Jersey or New York State preferred. 


ED. H. WINTER 








DISPLAY MANAGER 


Experienced man with ideas and ability 


to execute them has opportunity to do 








48 ABERCORN ST., SAVANNAH, GA. outstanding job in Men’s and Women’s 
Apparel = Store. Future possibilities 
- ead excellent as we plan to build modern 
ome Study . a ae _ 
new store. Salary bracket $6,000 S. 
“LESSONS IN WINDOW DISPLAY” a ee ee ee ee 
A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to VY 
the experienced trimmer as well as the begin- z. > LE & CO. 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. GALVESTON, TEXAS 
WILL H. BATES, Box 101, Ellsworth, Ill. 
High Class Display Man This is the opportunity you have been 


For progressive credit jewelry chain in 
Detroit, Michigan. Must have creative 
ideas and experience in jewelry or kin- 
dred lines. Good salary, permanent posi- 
tion. Excellent opportunity for advance- 
ment. State age and experience last ten 
vears. Replies confidential. 


Address BOX “J R”’ 


Care of DISPLAY WORLD 


waiting for! You are offered a partner- 


ship in your territory with one o 
largest display manufacturer and jo 
concerns in the country with no it 
ment but your own ability. Only 


f the 
bbing 
ivest- 

men 


who can furnish the best of references 
need apply. Write at once giving refer- 


ences, background and territory you 
to cover. 


Address Box “D M” 


Care of DISPLAY WORLD 


want 

















CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world, New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 


JOBBERS WANTED 


For our line of velvet pads, velvet dis- 
players, plastic easels and coils. Samples 


and price list sent on request. 
Write Box “ H H L” 
Care of DISPLAY WORLD 














SALESMAN WANTED 


All Territories 
Complete line of Display Textiles, Flow- 
ers, Fixtures and Accessories. 
Address “J. W.” 
Care DISPLAY WORLD 


POSITION WANTED 


Display Manager with 20 years allround 


experience. 10 years in Public l 
field. Can write cards and operate 
screen. Available immediately. 
Address “5 ay 
Care of DISPLAY WORLD 


itility 
» silk 























POSITION WANTED 
I'xperienced artificial flower designer 
vith tools and materials. Outstanding 

k for better display. 
529 NORTH 13th STREET 

PHILADELPHIA 23, PA. 


DISPLAY MANAGER 


THREE YEARS EXPERIENCE 


Desires selling position with di 
house. Salary or commission. 24 
old, veteran of 5 years service. 
Address “V. N.” 
Care of DISPLAY WORLD 


splay 
years 








lusive New York paper mache studio 
ts to be represented out of town by 
er or salesman. 
Address Box “M. K.” 
Care DISPLAY WORLD 








_ POSITION WANTED — DISPLAYMAN 


Nine years experience—rncludes three 
with public utility. Design, build and 


years 
com 


plete own window and interior backgrounds, 
etc. Able to manage department. Age 37, now 
employed, available on fair notice. 
graphs for examination. 
Address Box “W W” 
Care of DISPLAY WORLD 


Photo 











WANTED 


We are seeking an Advertising and Sales 
Manager; one who has had experience in 
display field. Great opportunity for com- 
petent and aggressive man to eventually 
become a member of the firm. 


MODERN DISPLAYS 


1212 G STREET, N. W. 
WASHINGTON 5, D. C. 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 








POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 











Displaymen To Visit 
"Theatre De La Mode” 

A number of displaymen who plan on be- 
ing in New York City during Display Mar- 
ket Week, June 24 - 28, have aunounced their 
intention of spending some time inspecting 
the “Theatre de la Mode”, famous French 
fashion exhibit which is on view at 451 
Madison avenue for the next two months. 

The exhibit is made up of a series of 
little theatres designed by well-known 
French artists and featuring 200 miniature 
mannequins with wire bodies and sculp- 
tured heads: the figures are clothed in 
apparel designed by famous French mo- 
distes. 

Proceeds from the exhibit go to French 
war relief. 





Group Asks Decontrol 
Of Store Fixtures 

Store fixtures will be decontrolled along 
with display mannequins and other items 
recently announced by the Office of Price 
Administration, providing a group of repre- 
sentatives of the store fixture industry suc- 
ceed in convincing OPA officials of the need 
for such a move. The group met in Wash- 
ington late in April and presented their 
plea to the OPA at that time. 


Metallic Fish Available 
For Summer Displays 

The Display Manutacturers Mart, Inc., 34 
West 35th street, New York City, has an- 
nounced a new line of fish for summer dis- 
plays. These are die-cut from embossed 
foil, laminated on flexible cardboard, and 
the fins and tail can be adjusted for three- 
dimensional effect. They can be had in six 


colors. 
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Abacot Displays, Inc. 69 
Adler-Jones Co. 9 
Advance Displays 142 
Allied Display Materials, Inc. 23 
Allied Display Service tg 
American Display Fixture Co. 102 
Annot-Jacobi Studios 140 
Arranjay Wig Co. 148 
Arrow Decorating & Fixture Co. 28 
Arts & Flowers 99 
Arts in Papers 110 
Atom Window Cards 150 
Austen Display 38 
B 
Becker Sign Supply Co. 140 
Bliss Display Corporation 31 
Bonafide Display & Decorative Co. 110 
Botanical Decorative Supply Co. 98 
Bridge, Everett M. 154 
Brown & Bros., Arthur 153 
Brueser Studio, Inc., Eve 130 
Bulkley-Dunton & Co. 17 
Cc 
Carrata Co. 29, 85 
Carmen-Bronson Co. 127, 152 
Century Lighting, Inc. 140 
Champion Display Materials Co. 124 
Charrot Co., L. J. 37 
Chicago Cardboard Co. 98 
Cohen Co., Art R. 142 
Cole Co., James A. 137 
Cole Built Products 139 
Colonial Decorative Supply. Co. 20 
Cook & Meier 78, 79 
Corsillo, Inc., Emil 42 
Coy, Disbrow & Co. 141 
Crystalline Plastics Co. 137 


D 


Darling Co., L. A. 114, 144, 150, Ins. Bk Cover 


Dazian's, Inc. 

Decorative Plant Co. 
Decter Mannikin Co. 
Display Craft 
Dingleman-Wolff Co. 
Display Effects 

Display Equipment Corp. 
Displayland 

Display Mannequin, Inc. 
Display Manufacturers Mart, Inc.114, 130, 
Display Products Co 
Doerr & Associates 
Durable Displays, Inc. 
Duran Style-Rite 


Eaton Bros. Corp. 
Empire Tinsel & Ballotini Co. 
Eureka Specialty Printing Co. 


F 


Facil Fabric Corp. 
Fastener Corp. 

Feder Industries 
Fixture Mart, Inc., The 
Fleming, Katherine B. 
Foil-Rol 


103 
40 
22 

140 

106 

125 
39 

124 

108 

157 

138 

145 
87 
14 


129 
127 
125 


8! 
123 
148 
142 
152 
133 
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ADVERTISING INDEX 


Frankel Associates 19 
Frankel Display Fixture Co., Inc. 115 
Fren-Zee Store Equipment & Fixture Co... 25 
Fryman, Leroy W. 144 
G 
Gagen Display 131 
Galos Mannequin Corp. 83 
Gardner Displays 94 
Garrison-Wagner Co. 143, 146 
Gasthoff Co., Earl W. 119 
General Display Corp. 97 
Glo-Brite Products, Inc. 151 
Grant & Silvers, Inc. 89 
H 
Haida Displays, Inc., Victor 108 
Hamberger, David 118 
Hecht Fixture Co., The 118 
Helms Chemical Co. 150 
Handees Co. 151 
Henry Hanger Co. of America 146 
Hertie, Inc. 129, 143, 144 
Hurlock, W. C. 122, 150 
| 
Ilumino Corp. 16 
Imans, Pierre 73 
J 
Jonas Display 154 
K 
Kaplan Products, Inc. 135 
Koester School 159 
Korrect-Way Products 33 
Kurtis Studio, K. G. 112 
L 
Latexture Products 127 
Laverne Originals . 2 
Lever & Co., James 115 
Liliput Displays 133 
Lloyd Co., Inc., W. H. S. 120 
London Display 7\ 
Lutz, A. 102 
Lynn Display Ht 
M 
Mache Displays 92 
Madisonia Manikins 113 
Magnani Mannequin Co. 18 
Maharam Fabric Corp. 26 
Majestic Creations, Inc. 21 
Malros Co. 120 
Manhattan Wood Letter Co. 148 
Mayorga Mannequins 5 
Messmore Display Studios 149 
Metal Displays of Chicago 126 
Mileo, P. C. 116 
Modern Displays 129 
More Displays 8 
Mutual Display Manufacturing Co. 149 
N 
Naegele-Horner, Inc. 63 
National Art Studio 128 
National Ass'n Display Industries 66, 67 
National Card, Mat & Board Co. 131 








National Hanger Co., Inc. 13 
National Sawdust Co. 153 
Natural Creations ey 24 
New England Decorators Supply Co. 107 
New York Mannequin Co....... 95 
Nulite Co. 147 
.@) 
Opportunity Exchange 158, 159 
Pp 
Pacco Display Co. 75 
Papier Mache Form Co. 113 
Pin-Rose Studios 109 
Plastic Shade Co., The 132 
Podgor Co., Inc., Jos. E. 152 
Prisco Bros. 34 
Q 
Quensell Displays 138 
R 
Radiant Glass Fibers Co. 27 
Redikut Letter Co., The 150 
Regalia Manufacturing Co. 128 
Reyburn Manufacturing Co., The 4| 
Rip Studio . 104, 105 
Rohm & Haas Co. Back Cover 
Rubner, Inc., Gustave 77 
Rustic Furniture Co 144 
S 
Schack's, Inc. 4 
Schever Creations, Inc Inside Front Cover 
Senker, Phil 157 
Sherman Paper Products Corp. 65 
Sherman-Weir, Inc 6 
Shipman, Frederic 7 
Shopsin Paper Co. 121 
Siegel, Inc., Nat 145 
Silvestri Art Manufacturing Co. 10, 11 
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DESIGNED FOR THE 


jest 
VISUAL MERCHANDISING 


BETTER 
METAL DISPLAY EQUIPMENT 
THAN EVER BEFORE 


Be sure, see our display at the BIG 
Market Week in New York, June 
22-29.Our New York Displayrooms 
will present the most comprehensive 
line of display equipment available. 
Metal is back, so look to the leader 





for the finest of all types of card- 
holders, window set pieces, racks and 
costumers, display stands, accessory 
displayers of all kinds, as well as the 
most complete line of over-counter 
displayers ever offered. Depend on 
Darling for quality, functional de- 
a sign, construction and finish. Re- 
=F AN member, Darling is the one depend- 
——— a able source for everything you need 
VA in display equipment. 


TICKETHOLDERS 1 MANNEQUINS AND FORMS 


For Women’s, Men's, Children’s Mannequins, 
Forms, Heads, or Displayers of all kinds in 
papier-mache, composition and clear plastic, 
be sure to look at the Darling line. Your in- 
quiry is respectfully invited. 


L. A. DARLING COMPANY 
BRONSON, MICHIGAN 


NEW YORK DISPLAY ROOMS, 47 W. 34th ST. 
CHICAGO — 222 WEST ADAMS STREET 


In all principal e DARLING 
cities. Look to the aa 

Darling Displays 

ioc ‘un aX DISPLAYS 
' thing 

pi in dis : ‘i 1) I STR i B UTO ® 





GLASS CLAMPS 








equipment. 

















Spark sates with Gem-like fixtures of 


LEA GLAS 


] 
Ti. lustre and brilliance of PLexicias display fixtures give them 
ail eye-catching value that attracts customers. 
These sparkling, transparent PLEXIGLAS fixtures give prom- 
inence to the merchandise displayed ... add a distinctive decorative 


touch to store counters and windows. That's because they were e Upper: Gloves are shown 
lesio | | il selling iol ’ at their best on this lus- 
Seen eee ee eer eee trous PLEXIGLAS fixture. 
Best of all, PLex1GLas display fixtures retain their beauty. For Lower: Novelty items look 
better on this suspended 
display. Both items made 
nently transparent, requires little attention to keep clean anil by Scheuer Art Metal Mfg. 
Y. 


brilliant. Ask you supplier to show yOu these sparkling sales Co., New York, N. 


this feather-light plastic is amazingly strong and sturdy. It’s perma- 


boosters. 


Only Rohm & Haas makes Puexte.as crystal-clear acrylic plastic sheets and molding powders 
Prexicias is a trade-n.ark, Reg. U.S, Pat. Off 


ROHM & HAAS COMPANY 


WASHINCTON SQUARE, PHILADELPHIA 5, PA. 


Manufacturers of Chemicals including Plastics. . . Synthetic Insecticides... Fungicides... Enzymes... Chemicals for the Leather; Textile, Enamelware, Rubber and other Industries 





